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Perpetual Inventory Assures an Increased Profit 
...and Lowers Your Insurance Cost... 
Recorder Stock Record Cards Supply a Perpetual Inventory 


Do Business More Efficiently by Installing the Recorder Stock Record Card System 


MERCHANTS SERVICE DEPARTMENT 
BOOT AND SHOE RECORDER 


Helps you to “buy as you sell”—to know whether each shoe —=—_* 5°. State Street, Chicago, Tilinois 


: OS Fe , Ce Plense cond me samples and prices of your Steck 
is paying its way with a profit, to go light on slow movers, at POU'ae Sen Rene 


to re-size frequently on wanted style and sizes. 
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VOICE of the TRADE 


BJ. A. DICKEY, director of the 
Association of Sugar Producers of 
Puerto Rico, says: 


“Puerto Rico was the largest 


buyer of leather footwear shipped 
from the Continental United States 
during the fiscal year, 1935-1936, 
and bought more pairs of Amer- 
ican-made shoes than all foreign 
countries combined. 


a % 


“Women’s and misses’ shoes, 
which made up 49 per cent of the 
quantity shipped to the Island, 
showed the largest increases over 
the preceding year, the number of 
pairs increasing 37 per cent and the 
dollar purchases rising 31 per cent. 
Shipments of men’s and boys’ 
shoes, slightly exceeded women’s 
and misses’ shoes in value, the total 
purchases coming to $1,266,000— 
an increase of 17 per cent. The 
number of pairs of men’s and boys’ 
shoes bought by Puerto Rico was 
937,000—an increase of 25 per 
cent. 

“Total shipments of leather foot- 
wear from, Continental United 
States amounted to 4,590,000 pairs, 
of which Puerto Rico bought 58 per 
cent. The dollar value of the com- 
bined shipments was $6,650,000— 





with the Island’s purchases account- 
ing for 41 per cent.” 


& * * 


FOOTWEAR STYLES EXHIBI- 
TION is to be held Oct. 5 to 9, 
1936, at Dorland Hall, Regent 
Street, London. It is sponsored by 
the British Quality Shoe Associa- 
tion composed of buyers and manu- 
facturers of exclusive high-grade 
footwear. 

The function of the show is to 
emphasize quality and craftsman- 
ship and to display the finest pat- 
terns of the season. 


* * * 


ALBERT WACHENHEIM, JR., of 
the Imperial Shoe Store in New Or- 
leans, is to be complimented for 
his full page ad in the Times- 
Picayune, saying: 





“Constantly alert! That’s the 
breath of life at IMPERIAL, for 
it’s our business and our pleasure 
to present to New Orleans every 
new and authentic note of fashion 
in footwear—the moment it is new. 
We are forever watchful—that’s 
why you always see it first at Im- 
perial! 

“Imperial is proud to offer on 


this page your first glimpses of 
correct footwear for Fall, 1936.” 
Some thirty-five shoes were dis- 
played on both sides of a column 
keyed to the numbers and giving 
descriptions and prices. 


LABELING of shoes is a crusade 


that comes to the front every now 
and then. In the September 12 





issue we told of the petition that 
was signed by thirty-two instruc- 
tors, superintendents and others 
in attendance at the Consumers 
Conference of the Utah State Agri- 
cultural College. 

This week the National Boot and 
Shoe Manufacturers Association 
says: 

“The subject of devising some 
method of grading and standardiz- 
ing shoes has several times been 
referred to the Board of Directors 
of the National Boot and Shoe 
Manufacturers Association; and the 
possibility of a campaign to edu- 
cate shoe store salesmen on a 
broader scale to assure proper fit- 
ting has also several times been 
considered. 

“The large number of combi- 
nations of -the different construc- 








tion methods and various types of 
materials, and different degrees of 
skill attained by various manu- 
facturers in the use and combina- 
tion of various construction mate- 
rials and methods, combined with 
efficient management and knowl- 
edge gained by many years of 
experience, greatly complicates the 
setting of any standards, especially 
since different manufacturers and 
retailers in the various types and 
grades of shoes have been success- 
ful after many years of practical 
experience in meeting the require- 
ments of their customers in the 
several types and grades and in 
giving good values in the grades 
in which they specialize.” 


THE 37th International Shoe and 
Leather Fair is to be held at the 
Royal Agricultural Hall in London 
—October 5, 6, 7, 8, 9, 1936. 

The London Fair covers every- 
thing from tanning materials to ma- 
chinery in motion, boots and shoes, 
rubbers and accessories. The Fair 
is conducted by a society, the di- 
rectors of which are members of 
the shoe, leather and allied indus- 
tries. 








eV OE KALISKY, president of the 
Shoe Travelers’ Association of Chi- 
cago, presented a suitcase to Charles 
Evans, veteran salesman of Chica- 
go, and said: 

“The man whom we are honoring 
today has done more for our asso- 
ciation than he ever was credited 
with doing, only for the reason that 
the rank and file knew so little of 
the work he accomplished. But his 
critics did not disturb him. He is 
today, although out of office, as ac- 
tive in our association work as ever. 
In conclusion, I wish to say to you, 
Mr. Evans, you have merited our 
confidence and esteem, and as a 
little token of our appreciation, 
permit me, in the name of the Shoe 
Travelers’ Association of Chicago, 
to present you with this suitcase.” 














—Headlines in this morning's news- 
paper— 

“Loyalists Fall Before Franco” 
“Hitler to Attend 

Army Maneuvers” 
“Link Cuban Bombing to Spain” 
“France Bars Morocco Trade” 
“Japan to Invade China” 
“Bomb Wrecks Newspaper 

in Havana” 


“Factory Seizures Scored 
in France” 


“Gang Chief Slain” 

Etc., Etc., Etc. 

—Who made the world safe for 
what? 

—Wonder what the headlines 
looked like twenty-five years ago! 


Secs 6 Tren 


President 





FREE! The Board of Education 
of the City of New York again 
offers free courses in shoe merchan- 
dising and shoe designing. 

The shoe merchandising course 
begins with a study of shoe materi- 
als, shoe constructions and manu- 
facture. A study is made of lasts, 
feet and shoes. Correct shoe fitting, 
foot anatomy, retail selling, prob- 
lems in store and department con- 
trol are discussed. 

In the shoe designing course, the 
beginner is taught to sketch, design 
and duplicate shoe styles. Shoe 
sketching’ is made easy. Pattern 
drafting is brought down to a few 
easily mastered steps. Patterns are 
drafted in women’s, men’s and chil- 
dren’s shoes. Problems in grading 
and design origination are dis- 
cussed. 

Registration has already begun 
—at the Central Needle Trades 
High School, 128-131 West 3lst 
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Street, New York City. Louis G. 
Feman is in charge of both courses. 


* * * 


U. S. ATTORNEY - GENERAL 
HOMER S. CUMMINGS warns 
merchants who may show window 
cards attributing a portion of re- 
tail prices to Federal taxes, that 
the posters must be accurate or 
there is trouble ahead with the 
Department of Justice. Which re- 
minds us that Ralph Waldo Emer- 
son, years ago, said: “Of all debts, 
men are least willing to pay 
taxes. What a satire is this on 
government. Everywhere they 
think they get their money’s worth 
except for these.” 
* * * 


KKENNETH COLLINS, vice-presi- 
dent of Gimbel Brothers, spoke at 
the first Fall luncheon meeting of 
the retail merchants’ committee of 
the Philadelphia Chamber of Com- 
merce and said: 

“The world is full of pussyfoot- 
ers and so we continue to hear men 
who should be called business lead- 
ers asserting that ‘times are some- 
what better,’ ‘we are coming out of 
the depression,’ ‘there is daylight 
ahead,’ and similar statements 
which fly in the face of recognizable 
facts. 








“The recognizable facts, which 
are borne out by almost every in- 
dex of business, testify to the fact 
that the depression is definitely 
over. It is a thing of the past. 

“I feel strongly that those who 
continue to think and act as though 
we are in some sort of twilight zone 
between unprosperity and prosper- 
ity, will so color the thinking and 
so befuddle the leadership of Amer- 
ican business that we won’t be able 
to secure the full benefits of the 
better times. 

“I feel that this depression-type 
of thinking will give.the younger 
people in business a mental haz- 
ard—a conviction that, though 


affairs now look substantially bet- 


ter, they may suddenly turn dra- 
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matically for the worse and that we 
should, therefore, proceed with 
absurd caution and without the tre- 
mendous faith in its own future 
that always has_ characterized 
American business. 

“The year ahead of us is defi- 
nitely a year of distribution. There, 
it seems to me, is the challenge of 
retailing. Regardless of the polit- 
ical badge you or I may wear, we 
all as Americans believe in ‘big 
business.’ And retailing will be the 
big business of the new era. But it 
can easily fail if those at the head 
of it go on with the idea that they 
are bankers, management experts, 
scientists in personnel, architects 
and mechanical engineers. If they 
are to be successful, they will not 
be any of these things but will be 


299 


purely ‘merchants’. 


AT the recent National Chropodist 
Convention, the question was asked: 
“How far do you walk in a day”— 
and answered: 

“You would be surprised. The 
average distance walked in a day is 
18,098 steps, or seven and seven- 
eighths miles. 

“A schoolgirl at school and at 
play averages eleven and a half 
miles a day. A boy does fifteen 
miles a day. A railroad conductor, 
on a run from Boston to Cleveland, 
walked seven miles picking up 
tickets. From Boston to Chicago 
he walked only five miles—because 
there were fewer stops to take on 
passengers. 

“A woman shopper in Boston 
walked eleven miles in one day 
during the Christmas season. On 
average shopping days the woman 
shopper covers about eight and 
one-third miles through the stores. 

“A golfer averaged eight and a 
half miles doing eighteen holes, a 
dancer in the theater registered a 
mile an act, while a chorus girl 
covered four and a half miles a 
day; a doctor in a hospital walked 
eighteen miles a day, letter carriers 


walked twenty-two miles and police- 


men, fourteen miles in a day.” 
* * * 


KATE ARLENE GOLDSTEIN, 
stylist for the A. C. Lawrence 
Leather Company, in forecast of 
Spring’s footwear says: 

“Romantic shoes worn in the 
17th, 18th and 19th centuries were 
the direct inspiration for this group 
of footwear. They include authen- 
tic shoes worn during the eras of 
Henry III and Louis XIII from 
1574 to 1643, Louis XIV from 1643 
to 1715, Louis XV from 1715 to 
1774, Louis XVI from 1774 to 
1789, the French Revolution from 
1792 to 1799, First Empire from 
1799 to 1815 and into the Second 
Empire from 1852 to 1870. 

“The modern versions of these 
historic fashions are smart, wear- 
able shoes in the major style pat- 
terns for Spring. The high front 
line and low side line is a favorite 
theme. New tongues and collar 
lines are’ noted. Spring-looking 
bows are used with other dress- 
maker details, including stitching. 
Unusual cut-outs, massed perfora- 
tions, and open toes are repre- 
sented.” 

we * * 
ENTERNATIONAL polo at Mea- 
dowbrook, Long Island, was style- 
scouted by Bonwit Teller, as fol- 
lows: 

“International Polo opens to a 
triumph of the blues. Not only for 


the Argentine caballeros, tearing 
down the field in their sky-blue 
shirts, but in the Meadowbrook 
stands—painted a newer and deep- 
er shade of robin’s egg—there were 
newer and better blues than ever 
before. 

“These innocent sky and baby- 
blue-eye shades, always a weakness 
with the English—now have be- 
come a terrific European vogue. 
Incidentally, the exact blue of the 
shirts worn by the Argentine team. 

“Hats, bags, gloves, shoes, belts 
—in a peerless suede accessory 
series — chic with grape, with 
brown, with gray.” 


* * *% 


EN appreciation of its own sales- 
men, Marshall Meadows & Stewart, 
Inc., of Auburn, New York, issue 
a folder revealing on the first page 
photographs of Robert I. Emmet 
“in the East,” Clayton Hultgren 
“in the Middle West” and Eric A. 
Anderson “on the Pacific Coast.” 
Each man is given a page. 

Of Bob, they say: “The smaller 
customer he never neglects; the 
larger store he knows how to care 
for.” 

Of Clayt—‘“He is not of the ped- 
dler-salesman type; he is a con- 
structive force.” 

Of Eric—‘Long held in high re- 
gard by the trade. You can rely 
on him.” 

It’s swell to see that salesmen 
are appreciated. 


“He's mighty mad, Pappy. Wants to git shoes and the catalog's most all used up. 
The shoe part's gone." 














THIS ARTICLE MAY INFLUENCE SIGNIFICANT CHANGES IN 
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HOSIERY FOR 



































NOTE: 

The reader should bear in mind that 
the “foot size” is not to be confused 
with the “last size.” Lasts represent 
varying “extensions,” that is, length 
beyond the given size, done principal 
ly to balance style proportions. Such 
“extensions” will vary from one half 
size to two sizes. 








A RECENT issue of Good Housekeeping cé 
a treatise by Dr. Josephine H. Kenyon entitled, “Ht 
to Have Healthy Feet.” An opening quotation there- 
from will serve introductorily to the following composi- 
tion on the subject of “Your Hosiery.” Says Dr. 
Kenyon, “Care of the feet starts when the baby is 
born. . . . Stockings are not usually necessary until 
the child walks; then they must be long in the foot 
and not constrict the toes nor. bind the legs.” 

The implication intimated by the doctor has been 
a source of quite a little discussion and copy for many 
years. But the veiled effect has already been laid 
at the doors of shoes. It is unquestionably true that 
evils attributed to shoes have a basis of fact, in that 
the shoes do shape the feet, or more harshly put, 
“break in” the feet, causing all kinds of attendant 
malformations, the results of style, pride, ignorance, 
or obstinacy. It is only natural, for so levered and 
plastic are the feet that constant subjection to definite 
pressure tendencies as evidenced by certain vogue styles 
of short narrow pointed toed lasts, bends the 
metatarsals to meet the limited restrictions of such 
contours until the bones are shaped, the ligaments 
stretched and the muscles fixed to the shape to which 














HOSIERY 


been moulded during the individual’s years 
. When the maximum yield of physical 
paris has betn attained, discomfort and pain sets in, 
followed by the common pedic complaints so generally 
prevalent today. Shoes so sturdily built as those of 
today yield very little. Hence, the resistance of the 
shoes is much greater than the resistance of the feet. 
If this were not so, the shoes would yield to the pres- 
sure of the feet; therefore, the shoes would take on 
the shape of the feet at the toes and the outside balls. 
The foregoing seems pretty well attested by the doctors 
and shoe fitters. 

To date, the prima facie evidence has placed the 
responsibility on shoes, regardless of wrong adaptation 
of last, fitting error, for size or presumption on the 
part of the consumer. Often the evidence is not com- 
plete, notwithstanding it is attributable. There is 
another factor which enters into this case, as an ac- 
cessory before and after the fact from which much 
harm and detriment comes to the welfare of the de- 
fendant’s or complainant’s feet. And that accessory 
is hosiery, as it relates to size, shape, texture, shrinkage 
and other phases so relevant to the wearer’s comfort, 
service and style. 
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SHOE MEN ARE CONVINCED THAT SHORT, TIGHT HOSE INJURE FOOT HEALTH 











by 
B. HARRISON CORT 





A Shoeman Looks at Hosiery in 
Co-ordination with Feet, Lasts 
and Lengths and Widths of 
Shoes. Why Do Hose Shorten as 


the Foot Widens? A Research. 











In Relation 


Shoe fitting via the size stick method ref 
allowance of 214 to 3 sizes extension hb Ori 
the foot draws. Translated into inch& atively 
speaking, a 714C shoe will measure about eleven 
inches, that is, the actual length of the last. The foot 
on which such a shoe is fitted “draws” about 414 on 
the stick or about ten inches linear length. This is 
all predicated on ample shoe extension beyond the 
first and second toes. It is suggested the reader keep 
in mind that one shoe size is equal to one-third of 
an inch and the one-half size one-sixth of an inch. 

The grading of hosiery sizes is not as fine as that 
used for shoes. The denoted size, i. e., length of a 
pair of stockings is the actual outside length of the 
foot portion, thus a size 10 equals ten inches and 1014 
equals ten and one-half inches of running length. In 
stockings, therefore, there are two sizes to an inch, 
namely, 10 and 1014, while in shoes there are six 
sizés, that is, 10, 104%, 11, 1144, 12, 121% and 13. 
It should be made clear that in stockings, starting with 
size 10 to 10% is one half size and 101% to 11 is the 
other half size, making two sizes to an inch. With 
shoes, starting with size 10 and following through to 13, 
we have six sizes, whole and half, to an inch. 


n, another difference between grading shoes and 
Mockings arises with the widths. In the field of shoes 
there is the series of widths, as A, B, C, D, and so 
forth, with one-quarter inch difference in girth measure- 
ments between each width. With hose, there is a 
fixed width for all sizes without the foot width taken 
into account. A width grade has not been deemed 
necessary with hosiery, due to the stretchability of 
the hosiery fabric. However, recent developments on 
the part of some hosiery manufacturers have brought 
out some hosiery that has incorporated a grading for 
foot widths. 

As we follow this subject along, it may be well to 
quote the accepted standard used and recommended 
by the hosiery people as it relates to the hose size 
compared to the shoe size. 

Shoe Size—Hose Size 
5SYe— 6— 914 
T44— 8—101% 814— 9—11 
914—10—11% 104%4—11—12 

The schedule does not hold true to rule, however. 
If all feet were a perfect standard for width, at least 
theoretically, the premise of the hose standard would 

[TURN TO PAGE 38, PLEASE] 


Shoe Size—Hose Size 
644— 7—10 








Of a Word for 


THE most of us know enough about the laws of health 
to keep reasonably well. We know enough about the 
rules of business practice to be fairly successful. Our 
failures come not from lack of ability or opportunity, 
but rather because of the fact that we are unwilling 
to pay the price. 

Within our industry, there are continually problems, 
practices, and situations developing that need correct- 
ing. The unfair practice of returning worn shoes to 
the dealer for credit. (“If they wear ’em, they must 
keep ’em.”) Another is that of unjust complaints in 
regard to the fit of the shoe. (“The customer must 
make the final decision as to the fit.”) Every once in a 
while someone presents a really intelligent idea, that 
if adopted by the craft and put into general practice, 
would be a long step toward the solving of some of 
our problems. 

We become very enthusiastic about the plans as pre- 
sented. We say to ourselves, “By golly, that’s an idea. 
That’s the answer. That ought to do the trick.” And 
then we talk a great deal, but in the long run very 
little is actually done, with the exception of a few hardy 
souls who are future minded to the extent that they 
are not afraid to blaze a new trail toward a more help- 
ful and satisfactory way of doing business, 

The Pledge of Service is a real inspiration, the 
answer to a crying need, and should do more to 
put the retailing of children’s shoes on a high 
service plane than anything that has happened 
in years. 

There is no doubt but what the big majority of 
dealers will agree that it really is a splendid idea, but 
is it practical? Will it work? Dare we in our store 
refuse to sell children’s shoes unless they are fitted? 
Will our customers get sore and go to our competitor 
who has not signed the Pledge? You know after all that 
it is a drastic change to be enforced all at once. Per- 
haps, the public isn’t quite ready for this kind of a 
program. Maybe better wait until they are a little 
better educated, or maybe we could use the Pledge, 
but not make it quite so strong. For example, we could 
compromise by a change in the wording. Of course, 
we recognize the need of having the Pledge. We would 
all like very much, indeed, to cash in on the benefits 


IN QUEST... 










1936 
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the Children’s 


by JOHN BR. GRIGG 


that are bound to occur from its use, but in plain words, 
we are scared of what may happen. Really and truly 
we would like to have it, but we are afraid to take a 
chance, unwilling to pay the price. 

One day this past week, while tramping along the 
river, we ran into some posted land, and we stopped 
and read this sign: 


TAKE NOTICE 
HUNTING AND FISHING 
PROHIBITED 
ON THIS LAND! 


That sign has a punch to it. There is no compromise. 
It means just exactly what it says, and the key word 
is “prohibit,” and we find that prohibit means to “for- 
bid by authority.” Now suppose we substitute a word 
for prohibit and say “discourage.” Immediately our 
sign has lost much of its “kick.” Just suppose you 
were following a flock of mallards up the river, and 
you came to a fence and on that fence was a sign 
which read: 


TAKE NOTICE 
HUNTING AND FISHING 
DISCOURAGED 
ON THIS LAND! 


What would you do? Yeah, so would we. With the 
substitution of the word “discourage” the sign is just 
a bogey man, a sort of a scare crow, a warning to 
frighten us off. For “discourage” means to “lessen 
the courage of, to dishearten, to deject, to alter one 
from.” Again we might use the word “recommend,” 
which we find means to “advise, to council,” and it 
has positively no meaning as far as the public is con- 
cerned, for we are continually recommending a host of 
different things to our customers. 

Now to get back to our Pledge. The minute we take 
out the word “prohibit” it is no longer a pledge, for 
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PLEDGE 
OF 
SERVICE 


Shall it be 
PROHIBIT? 


Shall it be 
DISCOURAGE? 


Shall it be | 
URGENTLY ADVISE? 


Shall it be 
PRESCRIBE? 


the meaning of the word “pledge” is “the security for 
the performance of an act, a guarantee of an agree- 
ment to do, or to forbear from doing something.” With 
the word prohibit in the Pledge, we are guaranteeing 
our customers that we will do a certain thing, which 
in our good judgment, we believe will be beneficial to 
the interests of our customers. We, ourselves, with the 
cooperation of the parents, assume the responsibility 
for safeguarding the foot health of the children we 
serve. 

Take out the word “prohibit,” and we become timid 
souls, shifting the burden of the responsibility of mak- 
ing a decision on to the shoulders of our customers. 
We are virtually asking them to sign a pledge in which 
they agree to refrain from buying shoes for the grow- 
ing child unless they are fitted. Any service is an 
acknowledgement on our part of a duty we owe. The 
Pledge, if we sign it, is our promise to perform a cer- 
tain specific thing and promises are like debts incurred 
and like all obligations, if not met promptly and faith- 


Shall it be 


NOT TO ATTEMPT TO FIT ANY CHILD 
WITHOUT ACCURATE MEASUREMENT 
FOR EACH PAIR? 


Shall it be 


UNDER NO CIRCUMSTANCES 
SHORT SHOES? 


Which shall it be? 


TO SELL 


fully, soon become evidence that we lack integrity of 
purpose. 

Some day the most of us intend to do something big, 
but with many of us our success is still just around the 
corner—out in that unexplored land we call tomorrow. 
Right now, today, we are face to face with an oppor- 
tunity to play a part in a great forward movement in 
merchandising, to do that something big. If we sign 
the Pledge of Service, we can have, be, and do, about 
what we like—if we have the courage to make decisions 
and are willing to pay the asking price. 
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Good Shoes Deserve Good Sales Promotion 


1 WILL October be a BIG 
volume month ‘in your 
store? It will in stores that 
have prepared for it. It's a 
great month for style foot- 
wear, for men's shoes and 
school shoes. Does your Oc- 
tober selling program pro- 
vide for promotion of all of 
these lines? 


5 ONE way to make Oc- 
tober a BIG month is to 
keep your windows interesting. 
As you change your displays 
today for the coming week 
keep this in mind. Get your 
best styles and values in the 
foreground. Use cards that 
“talk.” Price every pair. 


9 OF course, you'll have an- 
other attention-getting 
style ad in today's papers. But 
how a a separate ad on 
men's shoes? If you need a 
leader or two to advertise, look 
- ewe yg Mon- 
jay is m ay, @ 
day to feature children's Fy 


13 THIS would be an excel- 
lent time to make some 


YOU should have a big, 

interesting ad on Fall 
style footwear tonight, an ad 
that will get attention. Fea- 
ture just a few styles, use big 
cuts, brief snappy copy and 
plenty of white space. Acces- 
sories such as bags and hose 


should also be included. 


OCTOBER is the time to 
go after men's business. 
How about a good letter or 
folder suggesting the need of 
sturdier shoes for Fall and 


. Winter. You can tell just as 


convincing a story as you do 
about men's summerweights 
during the early summer. 


10 DO you sell rubbers on 

rainy days or every day? 
It's all a matter of suggesting 
them to your shoe customers. 
Try it — After = sold 
a pair oes suggest the wis- 
dom of having a pair of rub- 
bers ready for the next bad 
day. You'll sell plenty! 


14 NOW for that weekly 
stock check! Watch to 
see if last week's best sellers are 
ae aed Have 
you done anything to 

of the slow sellers? How p cae 
the popular sizes and colors in 
hosiery? Is your. children's 
stock up? fai 


FIVE Saturdays in Oc- 

tober! That should make 
it easy to beat last year's fig- 
ures. Are all of the advertised 
styles attractively displayed in 
the windows for today? And 
have you one or two good 
special values in the windows 
toc, to draw ‘em in? 


7 THESE busy selling sea- 

sons are the times when 
a weekly check of stocks really 
pays. It turns up the slow sell- 
ers before they have a chance 
to become turn-killers. And it 
points out the fast sellers be- 
fore they can develop into 
“outs” that lose sales. 
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CALENDAR for OCTOBER 


A Werking Sehedule for Busy 


16 WHAT can you do to 
make tonight's ad for 
Saturday selling unusual? Have 
you enough odd lots to run a 
Saturday Clearance? Have 
you one selling price that can 
stand vigorous promotion in a 
big ad? Or how about a big 
ad featuring one number of 
hosiery? 


90 IF you use the Hosiery 

Club idea, an occasional 
letter telling about it will keep 
your customers interested. 
Right now it is not too early to 
remind them that when they're 
buying Christmas gift hosiery 
the Hosiery Club will pay them 
an extra dividend. 


9 4 DO you know what per- 

centage of the people 
who enter your store leave it 
again without buying? It will 
pay you to keep a record, not- 
ing in every instance WHY the 
sale was not made. The results 
may bring to light some very 
valuable information. 


TODAY'S stock check 


17 WHATEVER you adver- 

tised last night for today 
should have a big important 
window showing for the day. 
And all other window displays 
should be freshened up to 
make them just as interesting 
as possible to the hundreds of 
casual Saturday window shop- 
pers. 


91 HAVE you found that 

the stock check that you 
make every Wednesday is help- 
ing to speed up your turn and 
increase your profit? If not per- 
haps it is because you are not 
making proper use of the in- 
formation about your stock 
that it provides you. 


99 THIS would be a good 
day to plan for Novem- 
ber since the week-end is apt 
to be busy. And in planning 
for November you should look 
to the holiday season 
decide what lines you are 

ing to add to get your share 

a record holiday buying sea- 


Merehants 


Faavers 
K.s\' tee 
ho ¥Y |" Ly, 
Jee Af 
} \| f | yj fi] 
NG ING | 
met ar win J 
= : Ay’ o4 
2 ‘= | ae \U GS 
\ pond SG 4 


9 WHY not check over : 


your list of men who are 
on the customer list, and see 
if there are any that have not 
been in the store for some 
time. Then send each one a 
letter, or better yet, call him 
on the phone, tell him you've 
missed him and invite him in. 


9 LAST week of October. 

Has the month been up 
to standard? What can you 
do during this last week to 
finish the month with a record 
volume? A month-end clear- 
ance perhaps? Or a special 
selling of hosiery? Be sure you 
have not overlooked anything. 


30 MAKE tonight's ad in- 
teresting by some good 
specials. Perhaps you can 
have a Month-End Clearance 
tomorrow or a Hallowe'en Sale. 
A few good leaders are all you 
need and you no doubt have 
some numbers you want to 
clear that can be used for this 
purpose. 


19 HAVE you changed your 
window backgrounds or 
panels since you put in your 
first Fall trims? If not, it is 
time you did. If you use panels, 
how about getting a harvest 
time or Hallowe'en atmosphere 
into your windows. And all new 
cards, of course. 


93 ARE your Friday ads 
bringing in the Saturday 
customers? If the results are 
not what you think they should 
be and the weather is not at 
fault, it is time you are study- 
ing your advertising to see 
what should be done to make 
it bring results. 


97 YOU have been using 
your mailing list fre- 
quently during the last two 
months. Do you really know 
whether you have been getting 
results or not. Have you been 
able to see increased demand 
for the advertised items? If 
not the fault lies in HOW you 
advertised. 


31 TONIGHT is Hallowe'en. 

How about putting in a 
windows of children's shoes to- 
day and displaying some Hal- 
lowe'en toys with a card offer- 
ing a horn or jack-o-lantern 
free with every pair of chil- 
dren's shoes today? Get--bbal- 
lowe'en atmosphere into all 
your windows. 





A high light of the Fall collection of styles by Delman 
at the Bergdorf Goodman store, New York, is a whole 
group of shoes called Pagoda pumps and sandals in a 
variety of colorful combinations. The shoes are made 
on the popular walled last with Chinese toes and 
heels and formed a striking window group. 


W ITH the beginning of October, shoe retailing enters 
another phase, for by this time’ the Fall selling season 
is definitely under way, and no longer can the mer- 
chant accept the excuse of a late season, of customers 
out of town on September vacations or any similar ex- 
planation if business fails to come up to his expectations. 
By now every customer who is at all likely to be in the 
market for Fall shoes should be ready to buy them, but 
where? Perhaps your October window displays may 
supply the answer to that question. 

One of the significant changes that have come about 
in retailing in the past decade has been the growing 
tendency on the part of customers to “shop around” 
for shoes. Today, few stores own their customers in 
the sense that they formerly did. The intensity of mod- 
ern competition has had much to do with bringing this 
change about, for because of the more highly competi- 
tive situation, merchants and manufacturers have re- 
doubled their promotional efforts, and the consumer 
is besieged with selling propaganda from every direc- 
tion and through every possible avenue of publicity. 


Unusuall: ive Agee made this Fall window 
Gumik thei des eS 
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SHOE DISPLAYS 


Window Displays That Set a Fast Pace 
for Fall Footwear Promotion—Some Per- 


tinent Pointers for This Month and Next 
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Rival manufacturers and rival merchants set forth their 
claims in window displays that are more spectacular 
and striking than ever before, magazines proclaims new 
ideas of fashion, fitting and orthopedic features per- 
taining to shoes, the radio carries sales messages over 
the ether waves to a public already confused and be- 
wildered with the multitude of desirable things offered 
for its approval and selection. 

Is it any wonder, under such conditions, that cus- 
tomers, instead of submissively staying in their proper 
retail grooves, are wandering curiously here and there 
and showing more and more of a disposition to try 
anything once? 

In any event, the situation calls for a more intelli- 
gently planned and carefully thought-out approach to 
the problem of window presentation on the part of 
every merchant. And that’s especially true in a month 
like October, when a new selling season is gathering 
momentum for a race for business that gives every 
promise of being the most interesting contest of its kind 
witnessed since that epoch-making year of 1929. This 
year, we are told, more people have money to spend 
for all sorts of things, including shoes, and so your 
prime objective in shoe store promotion this month 
is to make sure that customers are reminded, first of 


A well balanced Fall window by Florsheim in Madison 
Avenue, New York. 


their shoe needs, and, second, of the desirability of 
supplying these needs at your store. 

If the experience of the department stores, which 
undoubtedly have made the most comprehensive study 
of effective sales promotion methods of any retail group, 
is of any value to shoe stores, the surest way to get 
results is to take advantage of every possible opportunity 
to launch a promotion that will direct the attention of 
prospective customers to your store. That appears to be 
the policy that most of the outstanding stores are fol- 

[TURN TO PAGE 42, PLEASE] 


in the Spirit of Autumn 


Dayton, Ohio—-Designed to catch the idea of the parent with children of high school age, 
Elder & Johnston Company, a leading department store of this city, featured this attractive 
window display at the opening of its Fall display of shoes. Everett Quintrell, display manager 
and winner of scores of prizes for his window designs, was responsible for the attractive showing. 












u 








































IS THIS AN 


SOMEONE at a recent trade gathering said: “I love 
the shoe industry.” Which prompted someone else 
to say: “I’m perfectly willing to love a woman or 
a horse, but so help me, when it comes to spreading 
my affection all over an industry—nix.” The climax 


. was when the third man in the party said: “Well, 


here’s a toast to the industry, anyway.” 

Come to think of it—the very use of the term “in- 
dustry” is pretty loose and flexible. Does it mean that 
everyone who is connected in any way in the prepara- 
tion of shoes for public use is a member of that far- 
flung family called the shoe industry? Does having 
something to do with the goods develop into a tangible 
sort of a thing called the fellowship of industry? For, 
after all is said and done, there is a sort of vague, 
intangible fellowship in shoes, but is the cement of 
such associationship much stronger than the state- 
ment: “I am a member of the human race?” 


Doesn’t a man have to contribute something 
more to this thing we call industry than simply 
playing a part in the making or selling of a shoe, 
if we are to have any term like “industry” mean 
anything P 

When a merchant expresses himself, as follows, 
is he a selfish individualist or a thinking part of the 
industry? “I’m not interested whether $100,000,000 
worth of shoes are sold as package goods without fitting 
in variety stores, but I certainly raised hell with my 
staff when my wife discovered that one of her friends 
at the country club had switched from my shoes to 
those of a competitor.” In other words, that one pair 
of shoes was of more concern than millions of dollars 
of shoes mis-sold somewhere else. 

We have had a lot to say on the evils of comparative- 
price selling; on the danger of selling shoes in 
packages rather than over fitting stools and undoubt- 
edly some of the Recorper’s readers reply: “So 
what?” If this were an articulate shoe industry, that 
had an organization interested in the whole of the in- 
dustry, its pace, its progress, its profits; or if it had 
representative parts that could hold to an agreement, 
a principle, a purpose or a policy by something other 
than wistful wishing; there would be action. Action 
in behalf of the whole industry in the direction of 
increasing public. interest,.. public. appreciation and 
public use of footwear. 
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INDUSTRY? 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


So let’s not use the term “industry” in the sense that 
it is tangible, direct and a useful force for good and 


for progress. It is nothing more than a work-relation- 


ship. Some men pour their entire lives into their jobs 
so that the shoe is almost 100 per cent of their existence. 
Others have a sense of proportion or play a lesser 
part. But until we become more conscious of the fact 
that industries must speak up as a voice and purpose, 
we are not going to get anywhere. We are going to 
continue the drift that leads to diminishing returns 
for all effort—and capital included. To dribble away 
a strength that might make itself felt in the stream 
of trade is a pity. 

Clearance sales and bargain basements are too much 
a part of the scheme of shoes. Maybe the public some 
day would like to get a fresh pair of shoes in the 
right size, width and color, at a right regular price; 
rather than wait for discarded numbers, rationalized 
sizes and a bargain that is more mental than actual. 
Maybe that public would like to get the thrill of 
buying when a thing is fresh rather than when it is 
stale. 

So you see, we come back to the same subject that 
we started with five issues ago—for it is more than 
an irritant. It is a serious indictment of the inability 
of a group of business men, engaged in the shoe busi- 
ness, to appreciate the fact that the public has so 
much to capture its interest that unless we are careful, 
shoes will be less and less a factor in the public’s mind 
and may eventually be completely packaged—thereby 
making unnecessary shoe stores, shoe fitters and even 
shoe editors. 

It is true that business is better than it was a year 
ago, but where is it better? The answer is mostly 
numerically. We are making more shoes, at least we 
are making more foot coverings in two-to-a-pair units; 
but few concerns are showing better profits and few 
workers are showing better wages. Greater individual 
efforts have brought forth lesser returns. Somewhere 
in this scheme of shoes there is a starting point to 
make. possible cooperative interest among men who 
[TURN TO PAGE 49, PLEASE] 
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BRIGHT STARS 


Since this season’s beginning, dull 
kid has been important in Trim 
Treds... further proof that this 
famous line embraces fast selling, 
popular styles. 

With Trim Treds you can always 
have the latest styées of fine leather 
and distinctive workmanship to 
please the hard-to-please. Profit- 
ably retails at $5.00 to $7.50. 


SS 


‘When writing. advertisers please mention Boot and Shoe Recorder 
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“THE NEXT STEP FORWARD IN RETAILING” 





Tools and Turn Rips 


A new method of sewing a turn rip. 
Faster, easier and more satisfactory than 
any of the commonly known methods. 











EF anybody has read this far in the How-to-Fix-lt 
series, he probably realizes that not all of these tricks 
can be done with only a hammer, a last and a patching 
machine. Let’s mention a few other necessities. 

The first is an upper fitting machine, Singer’s No. 
17-23 (if you'll pardon a free ad). The old fashioned 
patching machine with its movable foot must be on 
hand to get up into the tip where 17-23 will not go 
(because it sews only in one direction). But the patch- 
ing machine makes such a heavy, clumsy stitch. 

The 17-23 machine makes a fine stitch and pulls the 
thread down flush with the surface. The result can 
scarcely be distinguished from factory sewing—if the 
right thread is used. 

The best work is done with light weight silk, B for 
the 17-23 and C for the patching machine. But if you 
have a shoemaker of the old school he may insist on 
spoiling all your nice work with D or E silk. For fancy 
colors buttonhole twist can be bought in small quan- 
tities. 

One set of high heel hinged lasts and another for low 
heels come in mighty handy. Your favorite factory will 
probably give you a run of sizes in each (gratis) in 











“The How to Fix It 
Series °° 


styles no longer in demand. Then for a buck or so they 
will get for you one of those big sugar-scoop-shaped 
shoe horns by which you can get the last into a tight 
shoe. 

Your factory will also sell you rolls of binding tape 
in black, brown, blue and white. For fancy colors buy 
short lengths of gros-grain ribbon as needed. 

Every “complaint man” should always carry two 
things on his person. One is a pocket knife with a long 
thin blade that is always so sharp everybody keeps try- 
ing to borrow it—but fails. Did you know that a sharp 
knife always stamps its owner as an expert? 

The second necessity is a little mirror from the wife’s 
discarded handbag. Put it on the insole and see exactly 
what’s the matter with the lining. Another good acces- 
sory is a vest pocket size magnifying glass (20 cents 
at Kress’), for after all a complaint man must be a 
detective too. 

And if you have a little patience and use your 
noodle you can do wonders with an old-fashioned 
skiver. You know—that long handled, hoe-like gadget 
that will scrape out a hollow in the insole wherever the 

[TURN TO PAGE 48, PLEASE] 
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Active - Tixeless 


15 Million Sales Messages 
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EXPERIENCE 


WINS A 
GAME 


Hew a Practical Working Knowledge 
of the Business Helped a Heosier Shoe 
Man Maltiply a Store’s Sales by Five 
When Oppertenity Came His Way 


By ORVILLE ROMIG 





HIEY, Fellers! Here’s your chance to show those dumb 
friends of yours the errors of their thinking. They 
have contended like fish-wives that you were wrong 
when you knew dern well that you were right. They 
have held to statements, like blind bull dogs to fresh 
bones, that they reiterated time and time again whenever 
the subject of shoes came up. They tried to convince 
you that any old butcher’s boy or plumber’s helper 
could make a paying proposition out of almost any shoc 
store. And you contended that it took both intelligence 
and experience to put over any sort of shoe business 
successfully. 

By the livin’ gods that guyed you, you were right. 

Herein are recorded facts and figures of success made, 
by one man out of a shoe store which even wise ones 
thought destined to failure. Nor did they so think hap- 
hazardly. The basis for their reasoning was the multi- 
tude of men who had made the supreme sacrifice of 
being fired because of having had the temerity to 
tackle this store. Many men of fine experience in both 
high and low priced shoes had taken a whirl at the 
Merit Shoe Store. None of them came under the category 
of inexperienced shoe men. The inexperienced or igno- 
rant would have made a worse mess of it than had been 
done when F. A. Vail came to “Uncle Joe Cannon’s 
Town.” 

F. A. Vail is a man of varied and valuable shoe 
experience. He began his shoe selling with that grand 
old high-class McConnel Store of Frankfort, Ind. He 
had been manager of that store for many seasons when 
Frank Horuff of Indianapolis found him and induced 
him to take a salesman’s job in “The Biggest Basement 
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F. A. VAIL, Manager 
The MERIT SHOE STORE, 
Danville, Illinois. 


Shoe Store of the Middle West.” Horuff had already 
blazoned the signs of his Thrift Stores across the sign 
lines of Indiana. 

Two years in the Horuff Thrift Store of Indianapolis 
had just concluded when Horuff decided that Vail was 
the man he had been wishing for all of his shoe years. 
He made Vail manager of the Biggest Shoe Store and 
when he opened a new and exclusive Thrift Store on 
Illinois Street, Indianapolis, Vail also was entrusted 
with its management. This Illinois Street store was a 
success from the start-off. In fact, it was “The Talk of 
the Town.” 

After the assured success of the new Illinois Street 
Thrift Store had been firmly established, Frank Horuff 
got to figuring up his affairs and decided he had about 
all the money he would ever need for his living desires 
and also some to leave his heirs. He let it be known 
that he would sell his stores. No retailer with sufficient 
capital to handle so large a deal was to be found. 

A large manufacturing firm had enjoyed a very 
sweet business with Horuff. They felt they could not 
afford to run chances of its passing because of Horuff 
quitting. They decided to take it over and to change 
the name of the store. And there you have'the story of 
the start of the Merit Shoe Store Company. 

Large corporations are appreciative of good work, 
so of course F. A. Vail was kept in a managerial 
[TURN TO PAGE 46, PLEASE] 
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KISTLER “BENCH BRAND” SOLE LEATHER was selected 


to meet the exacting requirements of these military boots 


It doesn’t require great exertion of the imagination with the 
aid of our illustration, to visualize the attractiveness of this 
pair of boots. The tops and vamps brilliant in the ruddiness of 
a rich tan leather and the “BENCH BRAND” bottoms velvety 
smooth in a natural finish, create a product which completes a 
faultless uniform for service. 


ee aay 


FOUNDED - 1840 
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Empire State Shoe Men 


Meet In 
ROCHESTER 


“a 


Retailers Hold Suceessful Conventionin City 
Where Association Was Organized 18 Years 
Ago—Shoe Style Show Open to Customers 


of Leeal Stores by Invitation, a Feature 


4 


Rocuester, N. Y.—With the largest 
attendance of retailers in many years 
and with more than 125 representative 
lines of men’s, women’s and children’s 
shoes on exhibition, the New York 
State Shoe Retailers Association, famed 
for the unvarying interest of its annual 
gatherings, staged an unusually in- 
spiring and highly successful conven- 
tion on Monday and Tuesday of this 
week at Hotel Seneca here. 

The keynote of the convention was 
confidence in the future, although the 
seriousness of the problems confront- 
ing the retailers were by no means 
minimized. The need of a more highly 
professionalized approach to the busi- 
ness of selling shoes at retail, the neces- 
sity of more adequate mark-up to take 
care of increasing overhead and 
heavier tax burdens, and the import- 
ance of associated effort in meeting 
the problems of the future were offered 
as remedies on whose intelligent ap- 
plication may depend the salvation of 
the independent retail shoe merchant. 

Convention preliminaries really got 
under way on Sunday evening when 
the annual meeting of the Board 
of Directors and dinner in honor 
of President T. Arthur Cohen were 
held at the Seneca. Directors from all 
parts of the state were in attendance 
and reports showed the association to 
be in a healthy and flourishing condi- 
tion, both with regard to membership 
and finances. John Slater of New 
York, chairman of the board, presided 
at this meeting, and brief addresses 
by all of the former presidents in at- 
tendance formed an interesting pro- 
gram feature. 

President Cohen called the opening 
convention session to order on Monday 
morning at 9:30 in the ballroom of 
the hotel, which was well filled with 
retailers and traveling salesmen. The 


latter have the privilege of associate 
membership in the New York State 





President, Harry H. PHELAN, 
Rochester. 


First vice-president, ERNEST 
A. Beaumont, Albany. 


Second vice-president, JoHN 
R. Laycock, New York. 


Third vice-president, James 
G. Bennett, Auburn. 


Fourth vice-president, Ep- 
warp M. FLynn, Niagara Falls. 
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Secretary, Harry A. CHASE, 
Rochester. 
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Rochester. 

Chairman of Board of Direc- 
tors, JoHN SLATER, New York. 





Association. William Pidgeon of 
Rochester gave the address of welcome 
on behalf of the shoe merchants of the 
Flower City and Mr. Slater responded 
for the association. 

Miss Elizabeth Ambrose, associate 
editor of Harper’s Bazaar, was the 
first speaker, she gave a practical sum- 
mary of the outlook for November sell- 
ing as seen by a consumer publication 
devoted to the women’s fashion field, 
and also outlined some prospects for 
the subsequent season, extending into 
Spring. 

In November, said Miss Ambrose, 
women will not yet be tired of suedes, 
and she advised against clearance sales 
of suedes in October. Stormy weather 
footwear will be coming into its logical 
season in November, footwear for even- 
ing affairs will be in demand, and this 
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President-Elect, New York State Shoe 
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year brightly colored evening shoes of 
kidskin will offer promotional pos- 
sibilities, as well as the traditional 
brocades, gold and silver kid. 

For general wear black and brown 
will continue as favored colors, Miss 
Ambrose predicted, and she advised the 
merchants not to expect blue until 
Spring. Brilliant red and green shoes, 
worn with black, were mentioned as 
the most exciting news from Paris, but 
Miss Ambrose pronounced them dan- 
gerous merchandise, while she conceded 
they have interesting promotional pos- 
sibilities. Coronation red, blue and 
green should be watched closely, as 
should russet, tan and gray at the ap- 
proach of the Spring season. Among 
the patterns for Spring, she spoke of 
bracelet sandals, new variations of the 
ghillie and a revival of the opera pump. 
At the conclusion of her address she 
answered questions from the floor. 

Merrill C. Watson, executive vice- 
president of the Tanners Council of 
America, gave the results of a very. 
comprehensive study of the factors 
affecting future leather and shoe prices, 
in his talk on “Where Are Shoe and 
Leather Prices Heading?” He showed 
that shoe manufacturing attained an 
all-time production record so far as 
pairs were concerned in 1935, when the. 
total passed 383 million. Present in- 
dications point to a further increase in 
1936, when the year may show a pro- 
duction of 390 million pairs. Mr. Wat- 
son discussed in some detail conditions 
affecting the domestic and foreign hide 
and skin markets, and showed that 
whenever in the past this country has 
been compelled to go into the world 
market to a greater extent than usual 
for raw materials, prices have tended 
to advance. He predicted that such 
will be the situation in the coming 
year. On the basis of this prospect he 
advised merchants to capitalize on the 
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Gifted With Glamoue 
by Val-Ars 


Evening shoes that sparkle and shine. Eve- 


ning shoes that glitter and gleam. Evening 


shoes inspired by star-lit nights. And 


painted in lovely hues and brilliant tones. 


They're fabulously smart. They're deli- 
cately conceived. They're for modern shops 
that want the loveliest in shoes. That want 


the finest footwear to be had. 


Would you be interested in seeing them? 


VAL-ARS SHOES, INC. 


P. D. La Valle, President | : 
634 BROADWAY, NEW YORK ca ie 
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Empire State Shoe Men 
Meet in Rochester 
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strong market, by a policy of grading 
up, rather than try to oppose it. 

Lee Langston, manager of the Na- 
tional Shoe Retailers Association, 
brought the greetings of President Lou 
F. Tuffly and emphasized in a pointed 
talk the character of service which the 
association is rendering for the benefit 
of its membership, including its style 
and information service, assistance in 
advertising and information as to 
sources of supply for window service 
and display material, statistical and 
inventory service, legislative service in 
opposing measures detrimental to the 
shoe business, etc. Mr. Langston de- 
clared that the official staff of the 
N. S. R. A. is a thoroughly represent- 
ative group, chosen from among the 
outstanding merchants of the country 
and he urged all retailers to avail 
themselves of the privilege of direct 
membership in the national association 
at the low membership fee of $5.00. 

A snappy open forum concluded the 
first day’s session, with William 
Pidgeon as chairman. He called on 
Jesse Adler, John Laycock, Max 
Deutsch, Henry Reich, Samuel Kohen, 
Leslie Gardiner and other retailers and 
manufacturers to give their ideas on 


merchandising problems. Three visitors 
from Canada, George S. Houghan, 
executive secretary of the Retail 
Merchants Association of Canada; 
Bruce Caldwell and Harry Young of 
Toronto were among the speakers. 

Monday evening was given over to 
the annual banquet of the association, 
followed by a stag party, both events 
being held in the ballroom of Seneca 
Hotel. Harold R. Quinby, editor of 
Shoe Style Digest, was the toastmaster 
at the banquet, and he presented John 
Slater of New York as the first speaker. 
Mr. Slater brought an optimistic and 
inspiring message to the assembled shoe 
men declaring that “we are on the 
move,” and at the same time advising 
his hearers to “keep a weather eye 
open” for important changes in the 
economic pattern. The women of 
America, Mr. Slater predicted, will act 
as an important influence against 
standardization of merchandise or ser- 
vice. Mr. Slater’s brief address was 
heard with the greatest interest and he 
received an enthusiastic personal ova- 
tion. 

George M. Frary, of Medina, N. Y., 
85 years of age and engaged in the 
shoe business continuously since 1874, 
was also warmly greeted when the 
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toastmaster presented him as the dean 
of shoe retailers in America. 

Arthur D. Anderson, editor of Boor 
AND SHOE ReEcorpER, declared for the 
professional approach to retailing as 
against that of the amateur, if indepen- 
dent shoe merchants are to survive the 
problems of the present. He empha- 
sized the value of personal, individual 
shoe service to the customer, citing the 
difficulty experienced for a long time 
by Henry Ford in being properly fitted, 
owing to variation in the size of his 
feet, as an example of the need of this 
sort of service. 

Harry Young of Toronto, president 
of the National Shoe Retailers’ Asso- 
ciation of Canada, brought greetings as 
“Our Friend and Good Neighbor from 
Across the Invisible Line.” 

Lee Langston, John Laycock, Wil- 
liam Pidgeon and William Washburn 
were brief speakers, and John Stroot- 
man, veteran shoe manufacturer of 
Buffalo, was introduced. Dr. Arthur W. 
Evans, humorist, was the concluding 
speaker. 

An address on “The Advertising 
Dollar” by John Roche of B. Forman 
Co., Rochester, was one of the headline 
features of the concluding session 
Tuesday, and William Pidgeon of 
Rochester, brought the clearance sale 
problem into sharp relief in an address 
entitled “Why Six Months of Losses?” 
Jesse L. Patton of Schenectady, pre- 
sented the report of the Resolutions 
Committee, which was followed by elec- 
tion of officers. An unusual and very 
interesting footwear fashion revue, to 
which the general public was admitted 
by tickets distributed through local 
stores, brought the convention to a 
close. Henry Reich of B. Forman Co., 
Rochester, was chairman of the com- 
mittee that arranged this event. 

The New York State Shoe Retailers 
named Harry H. Phelan, Rochester 
dealer, president of their association 
and chose Albany as their 1937 conven- 
tion city in their final session. 

Other officers elected were: First 
Vice-President, Ernest A. Beaumont, 
Albany; second vice-president, John R. 
Laycock, New York; third vice-presi- 
dent, James G. Bennett, Auburn; fourth 
vice-president, Edward M. Flynn, Nia- 
gara Falls; treasurer, Leslie Gardiner, 
Oneonta; executive secretary, Harry 
A. Chase, Rochester; chaplain, William 
Pidgeon, Rochester; chairman of the 

board of directors, John Slater, New 
York. 

Members of the board of directors 
for three years are: T. Arthur Cohen, 
Albany; Henry Merton Smith, Penn 
Yan; E. P. Elitharp, Watertown; John 
J. Meara, Schenectady; Ira W. Levin- 
son, Albany, Jesse Adler, New York; 
Paul V. Herron, Ithaca; Clarence W. 
Kelsey, Binghamton; Harry A. Gibson, 
Buffalo; Harry Ehrenpreis, Syracuse; 
Watson A. Butts, Fulton; Mrs. Marie 
F. Carroll, Cohoes; Frank E. Gibbon, 
Ithaca; Don J. Burke, Rochester, and 
John Dwyer, Syracuse. 

Elected for two years are: Charles 
(TURN TO PAGE 63, PLEASE] 
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When you say it’s a Rohn NU-MATIC, 


you’ve said a lot for easy, stylish walking. 
Extending the entire length of the shoe, in- 
side, is a specially designed and ventilated 
cushion that makes walking an entirely new 


NU-MATICS are invariably given, the 
finish of Evans Kid never falls or pulls out. 
And the color, which is “in the leather’ not 
simply “on the leather” never wears off or 
fades. Just two of many reasons why it 


adventure in comfort. The leather, of course, is Evans pays to standardize on Evans Kid —in currently 
Kid with its matchless beauty, lightness and “breath- modish colors. 


ing” qualities. Even with the rigorous wear Rohn John R. Evans & Company, Camden, New Jersey. 
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Hosiery in Relation to Foot Widths 


be perfect, as in the instance of all feet 
being a C width, regardless of length. 
However, when feet vary in width from 
quad. A to quad. E, we depart quite 
radically from the practical phase of 
the theory. The width of stockings is al- 
most universally the same for all sizes, 
namely, 3% in. in diameter. Unlike 
leather, the stretchability of stocking 
material accommodates the adaptability 
of hose to the feet. There really is no 
width grade as there is with shoes. 
Therefore, if we assume the length of 
the hose as satisfactory for the length 
of the foot, then we must assume the 
width as satisfactory. All feet are a cer- 
tain number of inches in length, but 
there is a wide variance to their widths. 
Thus, quad. A’s to quad. E’s on certain 
retailers’ } 
representing 11 widths of shoes in 
stock. In hosiery there is just one 
width, How much one’s inventory prob- 
lem would be simplified if shoes could 
be stocked and fitted as hosiery. 


Graduation of Widths 


Herein the difficulty arises due to the 
lack of graduation of widths in hosiery. 
It must be assumed that the width of 
hose is based on an average for widths 
—so it can be considered an “average 
width,” which must land somewhere, 
comparable to the B or C of the shoe- 
size system. The individual wearing 
the narrow-width shoe has the advan- 
tage, for the hose is bound to be on the 
full size—that which is not taken up 
in width by the foot adds to the length. 
And, conversely, when the foot is on 
the full size, i.e., wider widths, the 
stretching out of the hose automatically 
shortens the hose length. Therefore, 
theoretically a size 11 hose on an 8%E 
foot results in a shorter hose stretched 
over this foot than the same size hose 
placed on an 8%AA foot. In ratio to 
the stretching of hose to accommodate 
wide widths, the length is shortened. 
In the above instance the 8%E foot is 
1% in. fuller in girth measure than the 
8%AA. The actual shortening of the 
hose is about % in. to the size beyond 
the given average for the hose standard, 
which may be assumed as C width. 
Hence the additional widths of D and 
E would result in the necessity of %- 
size longer hose, or %-in. additional 
length to allow for the “take-up.” 

We are really instructed by certain 
standards and schedules to measure 
hose from tip to tip of the foot posi- 
tion. As we stop to think of this meth- 
od it does not represent the true interior 
length in so far as the thickness of the 
material would represent a smaller in- 
side measurement in ratio to the thick- 
ness of the material. With silk this is 
a trifle, but with wool it represents an 
interior shortness to the extent of the 
double thickness of both the heel and 
toe, meaning the subtraction of double 


shelves are accounted for, - 
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BR. HARRISON CORT 
A shoe man looks at hosiery 


the material thickness from the total 
outside length, reduces the inside size 
materially. If shoes were governed this 
way, there would be difficulty with size 
adjustment. 

As we carry this idea a little farther 
into other fields of wearing apparel, let 
us consider shirts: the sleeves for a 
given size are indicated as “short,” 
“medium” or “long”; gloves are reduced 
tv quarter sizes, as are collars. Hats 
are graded to eighths. Suits are in 
their degrees, “regular,” “medium” and 
“stouts.” Such paradoxes are exceed- 
ingly confusing when one thinks in 
terms of shoes and hosiery standards. 

Too often customers complain that 
they poke the toenail of their big toe 
through their stockings, feeling that 
the shoe is short. Of all the darning 
done to socks, the most of it invariably 
is done at the end of the big toe. A 
short shoe will have its relation to this 
evil, to be sure. So will a short stock- 
ing, made so by (a) fitting the wrong 
size hose, (b) shrinkage from washing, 
or (c) a nervous temperament result- 
ing in wriggling the toes, like Scatter- 
good Baines, when encased in a shoe, 
or beating time with the radio music 
while the shoe is on the foot. Long 
toenails or a shallow, receded toed-last 
that does not provide thickness enough 
for free play of the big toe will cause 
a similar trouble. 

The import of this subject is-brought 
up because hose ordinarily are made 
with the toe portion worked out to a 
point. There is no “wide,” “medium” 
or “narrow” toe, as with shoes. Nor 
are there any “stouts” or “shorts,” as 
with suits. Hence, when the hose Jength 


. 


is taken up because of foot width, the 
effect on the feet is the same as wearing 
a short pointed-toe shoe. Aside from 
cultivating ingrown toenails, hammer 
toes, bunions and abrasions, the foot is 
distorted to some extent that the indi- 
vidual is incapacitated to some degree, 
consciously or unconsciously. Similar 
is the penalty of short shoes; as oft re- 
peated, the shoes shape the feet, or, 
shaping and “breaking in” the feet. 
Likewise, short hose induces a similar 
evil. The foot is crammed into the 
narrow confines of the pointed hose, as 
they are jammed into the narrow-toed 
shoes. Evil effects are bound to follow 
—equally as detrimental as that which 
takes place with shoes, with respect to 
shaping and “breaking in” the feet. 
Reverting for the moment to the open- 
ing paragraph, “they (hose) must be 
long in the foot and not constrict the 
toes nor bind the legs.” 


. Grandmother's Fitting Rule 


Many recall the old common-sense 
method of our grandmothers to deter- 
mine the correct size hose to be worn, 
namely, that of taking the foot portion 
of the hose and wrapping it around the 
knuckles of the clinched fist. If the 
heel and toe portions met, the stocking 
was considered long enough for the 
wearer. There is some reason to this 
idea inasmuch as there is a direct rela- 
tion of the size of the hand to the size 
of the foot—a big foot, a correspond- 
ingly big hand—a fleshy foot, a fleshy 
hand. A large bone frame in the hand 
follows a large bone frame in the feet. 
Except for mal-physical formations, na- 
ture builds in proportion and balance, 
so that unusual size of hands or feet 
to the general build of the individual 
is contrary to the usual rule. It is sur- 
prising how satisfactorily the above 
rule works, compared to an arbitrary 
rule that an 8%-length foot should wear 
a specific length hose, regardless of 
everything else so characteristically dif- 
ferent about the physical proportions 
of the human. 

Also, one should not lose sight of the 
spread of the feet under the weight of 
the body. The individual’s age, weight, 
and amount of activity have much to 
do with the spread of the foot under 
pressure. A firm, bony, active foot will 
not yield under pressure, except in such 
instances of inherent weaknesses, as 2 
soft, flabby foot will yield. Usually, the 
firm foot is more characteristic of the 
normal-weight man, compared to the 
soft foot of the overweight person. 

An executive officer associated inti- 
mately with a hosiery manufacturing 
company took it upon himself to make 
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--- and each one a Sure-Fire Winner 
In The RACE FOR NEW PROFITS... 


BUSINESS weather clear—Fast track to Profits—is the forecast for all shoe re- 
tailers who sell these three famous perfected runproof stockings. 


RUN AWAY, WON’T RUN and WON'T RUN DEBBIES are real merchandising 
news because their new patented lock-stitched construction absolutely forbids runs 
in any direction . . . EVER. 


Rum fy, retailing at $1.35 is the first choice of the woman who demands high 


style. It has always been a winner. 


WontRum, an unbeatable favorite at $1.00, and most popular with those women 
who want the best, but have to be budget-minded in their buying. 


—aAnd, that close contender for first honors, Wont Pun DEBBIES, a knee length 
stocking, just right for sports and evening wear. It retails at $1.00 and today’s 
modern miss backs it to the limit. 


Sehuylkill Valley Mills, Ine. 


Spring City, Pa. New York, Empire State Bldg. 
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Hosiery in Relation to Foot Widths 


a survey recently to determine the size 
hose worn by a limited group of 415 
people. To his amazement he found 
that wearers of 6%2B shoes wore hose 
9% to 10%, wearers of 8C shoes had on 
socks 9% to 10% and wearers of 9A 
shoes wore stockings from 10% to 12. 
Stated another way, it was found that 
size 10 hose was worn with 5%C to 8C 
shoes, 10% hose with 5%E to 9%A 
shoes, 11 hose with 7EEE to 10%A and 
11% hose with 74%D to 11%D shoes. 

An example was recently noted of 
an experience with a size 11 imported 
French lisle hose worn on an 8E foot. 
Before wearing the sock, it measured 
the actual 11 in. in length, but after 
wearing, due to the thickness of the 
foot, the length was decreased to 10% 
in. The breadthwise stretch shortened 
the hose % in. lengthwise. 


Why Hose Wear Out 


Is it any wonder that hose wear out 
quickly at the heels, as well as the toes, 
for the taking-up of length by the foot 
width reacts to shorten the heel and 
toe? And the same thing holds good 
for wearing out hose at the end of the 
little toe. When the hose reaches its 
maximum stretching point and the shoe 
is snugly fitted, the abrasion affects 
the hose, as well as inducing a corn on 
this toe. It is no uncommon experience 
to see the lining of a comparatively 
little-worn shoe with holes poked 
through at these three points, the ends 
of the big and little toes, and the heels. 

It is frequently noticeable of late that 
many men have omitted the use of gar- 
ters, primarily to eliminate all possible 
tension or binding that interferes with 
the freedom of blood circulation through 
the legs. This thought is practical. 
But the same idea holds good when it 
comes to the use of hose of a specific 
size that proves to be too tight for the 
stout calf of the leg compared to the 
leg with a slim calf. In the fitting of 
riding boots, it has been observed that 
the backs frequently had to be let out, 
while the foot portion was amply com- 
fortable. One with experience will tes- 
tify that it is not uncommon to see an 
84%4D foot of a stockily built man ac- 
companied by an 18-in. calf. And, in 
contrast, another man built along lean 
and long lines, wearing an 8%D shoe, 
with a 15-in. calf. Hose must neces- 
sarily accommodate these conditions 
without the chance of alteration. 

It does appear that hosiery manufac- 
turers have an opportunity to work out 
“slims” and “stouts” or “longs,” “me- 
diums” and “shorts.” 

Of course, it is true that hose ma- 
terials have varying degrees of shrink- 
ability and stretchability, which all have 
their relation to adaptability. The pe- 
culiar qualities of rayon, silk, cotton, 





[CONTINUED FROM PAGE 38] 


wool, silk and wool combinations, and 
cashmere are known to many and 
should be recommended and fitted ac- 
cordingly. 

Another angle arises—that of weight. 
Hosiery now is a seasonable business, 
distinctly summer and winter weights. 
There is a material difference in hose 
weights that have a direct relation to 
shoe fitting. The winter stocking—will 
take up quite nearly a half size of girth 
measure and close to one-half size of 
shoe length. This presents a problem to 
the retailer. How shall he fit the shoes? 
Naturally and unthinkingly, the shoes 
will invariably be fitted to the hose the 
consumer has on at the time the pur- 
chase is made. If fitted to winter hose, 
and the consumer carried them over 
from season to season, then with the 
change to lighter hose the shoes auto- 
matically becomes larger. Conversely 
so, too, for shoes fitted to summer- 
weight socks are too snug to accommo- 
date the winter weight. Too many 
complaints are registered by consumers 
because “this pair does not fit like my 
last pair,” although last, size and pat- 
tern are identical with the previou® 
pair. Mail orders may be a source of 
trouble on this score, particularly if the 
salesman had a “break” in fitting the 
original pair. It is believed that the 
matter of varying weights of hose has 
been overlooked. 





WINDOW DISPLAY IN THREE 
DIMENSIONS 





A very attractive 3-dimensional display in 
three colors, made up of nine separate pieces. 
The center panel [illustrated above) stands 
more than three feet high and is animated by 
flasher lights behind the drawings of the shoes. 
These lights alternate on and off to call atten- 
tion to the Vani-Tred line, manufactured by 
Excelsior Shoes, Inc. 

The two smaller displays are made with a 
platform so that a shoe can be included in 
the display. They can be used in a window 
with the major display or used separately as 
spots. The small ones are about 7 or 8 inches 
high for general counter use. 





A high-grade shoe manufacturer has 
found a practical answer to this ques- 
tion. He has developed a secondary 
innersole. It is made of cork bark, 
rounded out on the same insole pattern 
as that used in making the shoe. The 
cork is covered with thin kid and per- 
forated for ventilating purposes. It is 
made in two thicknesses, the lighter to 
take up one-half width and the heavier 
to take up at least one width. While 
this takes care of the differential of 
width caused by the changing of the 
heavier hose to the lighter weight, it 
also has many sanitary fine points to 
offset the evils of perspiration. At the 
same time, it acts as an _ insulator 
against heat, cold and dampness 
through the shoe bottoms. 

To impress this thought a little more, 
reference is made to the comparable 
size of golf shoe, ski shoe, hunting 
boots and other types of special foot- 
wear, lined up alongside of the size of 
the business shoe. In these types of 
shoes extra heavy hose is worn, thus 
requiring the larger-size shoe in both 
length and width to accommodate the 
hose. This principle, in a measure, is 
the same as switching from the sum- 
mer hose to the winter weights of busi- 
ness wear. 


Problems of Hosiery Fitting 


Problems of fitting hose, like those of 
titting shoes, constantly arise, but ap- 
parently are taken less seriously. There 
are so many feet that vary from stand- 
ard measurements, especially where ir- 
regularities arise from abnormally high 
insteps, bunions, flat feet, that it really 
is imperative that the shoe salesman 
should become intimately conversant 
with the correctly adaptable hose to 
doubly insure comfort and satisfaction 
to his customer. Unfortunately, the 
standards for hose size do not run uni- 
formly with the various hosiery manu- 
facturers. Examination of the products 
of several manufacturers revealed that 
one manufacturer’s standard will vary 
as much as a half size compared to the 
standard of another manufacturer. The 
consequences are best understood by the 
shoe retailer and the consumer. Analy- 
sis of shoe complaints is made more 
difficult, due to conditions which may 
arise from such irregularities. 

It is recalled that an outstanding 
podiatrist said some time back that 80 
per cent of his patients were wearing 
short shoes. It is wondered if any of 
the evils detected really had their rela- 
tion to short hose. 

Were an ideal hose available, it 
would be in the nature of a Right and 
Left. Orthopedically, such a hose 

[TURN TO PAGE 50, PLEASE] 
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MEXIGA 


The Smartest Designs 
Include It 


The Smartest Costumes 
Demand It 


This unusually popular grain contributes a refinement 
which enriches and beautifies women’s dainty footwear. And 
it tunes in with Milady’s fall suits and coats, completing a 
lovely ensemble. 


In the display case and window trim, shoes leathered with 
Ohio’s Mexican Alligator catch and hold the eye of discrimi- 
nating women because of its unique variation of the large and 
small scales. It makes selling easier. 


Companion to this classic grain for Spring is Ohio’s BABY 
Mexican Alligator. It will give character to next spring’s 
‘newest arrivals’ and a stimulus to the demand upon your 
store. Swatches on request. 


A COMPLETE SERVICE IN FINE CALF LEATHERS © THE OHIO LEATHER COMPANY @ GIRARD, OHIO 
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Shoe Displays in the Spirit of Autumn 


[CONTINUED FROM PAGE 25] 





A novel and timely shoe window with an election flavor, used by the Douglas stores. 
Poster in background showed picture of the late Governor Douglas proclaiming 
"Planks in the Douglas platform—unchanged through 60 years.” 


lowing this year, and they are taking 
advantage of any and every sort of 
occasion as pegs on which to hang 
merchandising events that will attract 
attention and patronage to their 
stores. One big store recently used 
pages of advertising in the newspapers 
to advertise its 111th anniversary, 
and apparently succeeded in putting 
over a successful sales event, notwith- 
standing the fact that the particular 
significance of 111 years to a store or 
its customers seems a little far-fetched. 
The excuse for many of the retail 
promotions being publicized today will 
no doubt be found even less substan- 
tial than this one, but when all the 
energies of a store’s advertising, pub- 
licity and display departments are 
turned loose to do a promotional job 
the result is sure to be stimulating to 
the store’s business, regardless of what 
the occasion for the promotion may be. 
And the value of any enterprise of 
this character must be measured by 
its results, 

The ingenious promotion manager or 
display man, however, need not look 
far for ideas to serve his needs in 
advertising and window displays in a 
period like the present, when the mer- 
chandise itself is so attractive and 
offers such a remarkable variety of 
beautiful and interesting styles and 
patterns as will be found in this sea- 
son’s shoes. It isn’t in the least sur- 
prising to find so many shoe store 
window displays this Fall consisting 
of beautiful and oftentimes spectacu- 
lar presentations of the new styles. 
The Bergdorf-Goodman window which 
we illustrate this week, showing a 
group of pumps and sandals in color- 
ful combinations made on the popular 
walled last and with Chinese toes and 


heels, is a striking case in point. 
These shoes by Delman, featured un- 
der the name of Pagoda pumps and 
sandals, were made the subject of a 
striking and colorful display in which 
their Chinese inspiration was empha- 
sized, and the result was exceedingly 
effective. 

Other Fifth Avenue stores are fea- 
turing new Fall footwear fashions in 
ways that are equally effective. For 
example, Bonwit Teller shows in its 
shoe salon a group of new flats with 
the high-cut front line, featured under 
the name of Pantoufles. And Saks 
Fifth Avenue brings out a new opera 
pump with squared sole and heel, 
known as Concertina. Shoes like 
these, apparently, are considered suffi- 
ciently interesting and important to- 
day to be accorded special promotions, 
including good sized newspaper ad- 
vertisements devoted to them alone, and 
prominent window presentations. In 
other days a new style was likely to 
be lost in the miscellaneous assortment 
of shoes of every description that 
filled every ad and window. Today 
they are played up, not only for their 
individual style appeal but for the at- 
tention value they have in attracting to 
the store or department customers who 
will buy these or others of the latest 
high style models. 

Whether your store specializes in 
high style footwear or the more staple 
orthopedic types which today are like- 
wise fashionable, the October calendar 
offers some high spots sufficiently im- 
portant to serve as promotional occa- 
sions and ideas for attractive window 
displays. The holiday of the month, 
of course, is Columbus Day, October 
12. The extent to which Columbus 
Day is observed varies widely in 
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different localities; some of the larger 
cities observe it as an important holi- 
day; in other places schools are closed; 
in some communities it is less impor- 
tant. But in any event it is worth 
some attention in a shoe store’s ad- 
vertising and window schedule. This 
is particularly true if the day is ob- 
served as a school holiday. 

In New York City, for example, 
through the advertising and window 
publicity given to it by many mer- 
chants, Columbus Day has become the 
great Fall buying day for children’s 
apparel of all sorts. The stores ad- 
vertise specials for school children in 
the newspapers just prior to Colum- 
bus Day, and mothers are glad to take 
advantage of the school holiday to 
bring their children in and outfit them 
for the cooler weather which lies just 
ahead. All sorts of inducements are 
offered to encourage this business, and 
the same idea can be worked by mer- 
chants of other cities where Columbus 
Day is observed as a school holiday. 

Every retailer knows that one of 
the greatest factors in increasing the 
sale of juvenile shoes and apparel is 
gaining the good will of the youngsters 
themselves, making the store interest- 
ing to them and if necessary giving 
them some little token that will make 
them wish to come back. If you plan 
a children’s shoe promotion for Co- 
lumbus Day, this is a good thought 
to keep in mind, for youngsters as a 
rule do not like to leave their games 
and play to go into town and visit 
stores, especially if the weather is fa- 
vorable for outdoor play. Experience 
has shown, however, that they yield 
readily to some little inducement in 
the form of a gift or souvenir. 

Football games, hunting season and 
harvest time all offer ideas that can 
be made the basis of successful pro- 
motional windows during the month 
of October. It is none too early, more- 
over, to be thinking and planning 
ahead for November windows. Next 
month we have election and Thanks- 
giving as red letter days of the first 
magnitude, and November is a logical 
month in which to bear down heavily 
on evening footwear. By getting your 
windows lined up well in advance, you 
will find it much easier to develop dis- 
plays that will be a credit to your 
store and that will produce good re- 
sults in the way of actual sales. 





Florsheim Boots for State Police 


INDIANAPOLIS, IND.—A contract for 
107 pairs of boots for the state police 
department was awarded to the Flor- 
sheim Shoe Company at $18.65 a pair. 
Announcement was made by Donald F. 
Stiver, director of public safety. Four 
bids were submitted. 





BOOT AND SHOE RECORDER, October 3, 1936 


@ For a stock that is not static, for the surest road to the 
profits of fast and easy turnover, turn to Douglas Shoes 
of At.-LEATHER CONSTRUCTION. 

Douglas Shoes have sixty years of good-will behind 
them. They are famous everywhere for style and endur- 
ance. They represent a value in footwear that is made 
possible by Douglas large-scale production and volume 
purchases of finer materials. 

Your customers, both present and future, will ask for 
Douglas Shoes because they bear a name favorably known 
throughout America. And because they are backed by 
consistent national advertising. They will buy Douglas 
Shoes because they are smartly modern in appearance, 
with new authentic styles for every occasion. And because 
they retail at prices temptingly low ... prices to fit today’s 
budget . . . $4.00, $5.00 and $6.00. 

There may be an exclusive franchise in your district. 
Write W. L. Douglas Shoe Company, Brockton, Mass. 


W. L. DOUGLAS 
SHOES 


BROCETON. . . . . MASSACHUSETTS 
299 Broadway . . . .. =. - New York 
Lankershim Hotel . . . . . Los Angeles 








Some whose 


ledgers show 


turnover: 


AUERBACH. . . Salt Lake City 
BON MARCHE ....... . «+ «= « Seattle 
EMPORIUM....... San Francisco 
FAMOUS DEPARTMENT STORES . . . California 
F.&R. LAZURUS ...... . . » Columbus 
. Detroit 

. Pittsburgh 

- Baltimore 

- Milwaukee 

. Minneapolis 


1876—Sixty Years of Progress—1936 
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If you really want to do a complete job of fitting weak arches 
with shoes...then you’ll have to enlarge your stock by another 
eight or ten thousand pairs of shoes. And even then the job will 
only be half done. 

As a matter of fact, you can’t possibly correct weak arches with 
shoes. When arches are improving . . . they change gradually . .. 
and no shoe can be adjusted to follow the gradual elevation of 
the arch. 

There’s only one scientific way to correct arch trouble... and 
that is with Dr. Scholl’s Adjustable Arch Supports. 

Dr. Scholl’s Arch Supports can be shaped to conform to the 
exact individual requirements of each foot... and as the condi- 
tion of the feet improves, the supports can be raised a little at a 
time until the arches of the feet are restored to normal. Thus, 
Dr. Scholl’s Arch Supports are truly corrective. 

Selecting, fitting and adjusting the right Dr. Scholl Appliance 
is a simple matter. Our Educational Department will teach your 
salespeople without charge. Write for full particulars. 


D© Scholls 


ARCH SUPPORTS 


THE SCHOLL MFG. CO., Inc. 
Makers of Dr. Scholl’s Foot Comfort Appliances and Remedies 
213 West Schiller Street, Chicago 
62 West 14th Street, New York 112 Adelaide Street, East, Toronto 
190 St. John Street, London, E.C.1 





A nominal investment provides a 
sufficient stock of Supports and an 
Arch Fitter for their adjustments. 














With this Arch Fitter Dr. Scholl’s Correc- 
tive Foot Appliances may be adjusted in a 
moment to an exact fit or to increase the 
elevation as the —_— of the foot im- 
proves. is service over a course 
of poe me firmly cements the cus- 
tomer to your store. 
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YOU WOULD NEED ANOTHER 


EIGHT THOUSAND PAIRS OF SHOES 











Eesinga fallen archend belting is 
Resing a folics ar one et alten 





Arch fully restored to its normal con- 
tour on fourth adjustment of appliance 
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THIS WEEK IN THE SHOE TRADE 
SATURDAY, OCTOBER 3, 1936 


NATIONAL NEWS 





Law Wins Cancellation Test Case 





Store Owner Pleads Guilty to Charge of Misrepresentation in 
Advertising Shoes to the Public 


New York—The first link in the 
chain to ensnare the owners of false 
cancellation shoe shops was success- 
fully forged early this week when the 
owner of the cancellation shop who was 
indicted early in the Summer, pleaded 
guilty to a charge of using misleading 
advertisements in the window of his 
store and was fined $150. 

This case, quoted as a “test case” by 
Assistant District Attorney Wilson and 
Frank Reidy of the Better Business 
Bureau, leaders in the fight against 
the ‘false cancellation shoe shops in 
New York, was brought to light by the 
complaint of a customer who had 
bought a pair of shoes from the shop 
—the shoes bearing the reputed label 
of a well-known Fifth Avenue store. 
Bringing the shoes to the Fifth Avenue 
store, it was found that the shoes had 
never been carried and were of an 
inferior grade. 


After numerous efforts by the Fifth 
Avenue store to get the owner of the 
cancellation shop to refrain from using 
their name on the shoes, the case was 
turned over to the authorities. As- 
sistant District Attorney Wilson after 
a complete checkup on the case issued 
a summons for the proprietor of this 
cancellation shop as a violator of 
Chapter 27, Section 1 of the Code of 
Ordinances of the City of New York 
and of Section 2354, Subdivision 3 of 
the Penal Law of the State of New 
York. 

The successful completion of this 
case now gives the authorities a point 
from which to work and with the co- 
operation of shoe men it is felt that a 
concerted drive against these false can- 
cellation shoe shops can now be started 
with only one ultimate conclusion, the 
ridding of the city of this type estab- 
lishment. 





N. R. Thompson Nisley 
District Manager 


Dauuas, TEx.—Norton R. Thompson 
has been appointed Texas district man- 
ager for the Nisley Shoe Co. with his 
headquarters in Dallas at the company 
Store, 1800 Elm Street. Under Mr. 
Thompson’s charge will be stores in 
Dallas, Fort Worth, San Antonio and 
Houston. 

Mr. Thompson moved to Dallas from 
Waco. He was formerly connected with 
a group of shoe stores at Waco, Hous- 
ton and Fort Worth. 


T. H. Tenzer Opens New Store 


New York—T. H. Tenzer who oper- 
ates a shoe store at 82 First Avenue, 
handling the agency for the W. L. 
Douglas shoes, has opened a new mod- 
ern women’s shoe shop at 877 Prospect 
Avenue in the Bronx. 

The new store is under the name of 
Polly-Nelly Shoes, Inc. It is fitted in 
the modern manner, making it one of 
the outstanding retail shoe stores in the 
vicinity. 


R. A. MacGaughty Transferred 


Robert A. MacGaughty has been 
transferred from the Southern Cali- 
fornia, Arizona and New Mexico terri- 
tory to the Pacific Northwest. He rep- 
resents the Omega Shoe Polish Com- 
pany and contacts both the retail and 
wholesale trade for his company. His 
success in the southern territory will 
doubtless be duplicated in the North 
where he is already established. 





DATES TO REMEMBER 


Columbus Day Monday, Oct. 12, 1936 
Annual Meeting Tanners' Council of 
America, Palmer House, Chicago, Iil., 
Oct. 14, 15, 1936 
Election Day Tuesday, Nov. 3, 1936 
Spring Style Showing, Shoe Fashion Guild 
of America, Waldorf-Astoria Hotel, 
Nov. 5, 6, 7, 1936 
Thanksgiving Day... . Thursday, Nov. 26, 1936 
Christmas Day Friday, Dec. 25, 1936 
New Year's Day 


Friday, Jan. |, 1937 
National Shoe Fair, Palmer House, 
Chicago, Ill. ......... Jan. 4, 5, 6, 7, 1937 
Texas Shoe Retailers Association Annual 
Spring Convention, Hotel Adolphus, 
Dallas, Texas January 25, 26, 27, 1937 





Walsh Shoe Co. Enlarges Scope 


Los ANGELES, CALIF.—H. C. Marx- 
miller is now in charge of styles and 
sales for the J. C. Walsh Shoe Co. He 
was added to the organization by Mr. 
Walsh so that the new line of low heel 
sport turns now being produced would 
have the full benefit of Mr. Marxmil- 
ler’s long training. Several new sales- 
men have been added to the force, as 
the management is now planning to 
cover the entire country in a very 
thorough manner. For fifteen years 
Mr. Marxmiller was with the former 
Kuz and Ladidus organization of Brook- 
lyn, so he intimately knows all the de- 
tails of making and selling fine turns. 


L. J. Raymond New Head 
of Fargo-Hallowell 


CHicaGo, ILL. — Edward A. Fargo, 
president and treasurer of the Fargo- 
Hallowell Shoe Company, has accepted 
a position in an executive sales capac- 
ity in the men’s division of the Flors- 
heim Shoe Company. He has resigned 
from the Fargo-Hallowell Shoe Com- 
pany and his interests have been pur- 
chased by Louis J. Raymond who is 
now president and treasurer. Mr. Ray- 
mond has been general manager of the 
company during the past year. J. E. 
Hallowell who has been associated with 
Mr. Fargo for the past 19 years, con- 
tinues in his capacity as vice-president 
and secretary. 

Mr. Raymond has been associated 
in the past for several years with I. 
Miller & Sons in their Long Island 
City, N. Y., Carlisle, Pa., and Haver- 
hill, Mass., plants. While there he 
served as production manager, office 
manager and in a sales capacity. 
Previous to his connection with I. Mil- 
ler, Mr. Raymond was connected with 
W. L. Douglas. 

George Alban has also acquired an 
interest in the Fargo-Hallowell Shoe 
Company and is serving as superin- 
tendent and a member of the Board 
of Directors. His many years of ex- 
perience with the Carlisle Shoe Com- 
pany and the Hanover Shoe Company 
make him admirably suited for his 
work. 

The Fargo-Hallowell Shoe Company 
are working rapidly on their new 
Spring line and several improvements 
in styling and workmanship are being 
developed. 








capacity. Success continued for Vail 
with his new connection. So marked 
was his ability that his firm decided to 
give him a real tough job—that of turn- 
ing the tide for the Danville, IIl., store. 
When Vail took charge the location of 
that store was 40 North Vermilion 
Street. 

Vail faced no holiday frolic in his 
new position. Many successful shoe 
firms were already entrenched with the 
shoe consumers of Uncle Joe’s town. 
Kinningham, Spivey, Cavanaugh & 
Meyer, Jack Kolbrenner’s Fine Shoe 
Department in Meis’ Parisian and Dave 
Whol’s department in the big Meis store 
covered intelligently and well the field 
for really fine shoes. When it came to 
medium and cheap shoes the scope of 
chances for a new shoe store to make 
good seemed less than did those in the 
fine shoe division. The Berhnsons, Sam 
and Kally, had proven they knew how 
by making substantial fortunes with 
their shoe stores. The Big Shoe Store 
was doing a real circus performance on 
East Main Street. But with main and 
might both day and night Vail bored 
into his job of resuscitation. 

He not only looked things over but he 
worked ’em over. 

From the high rent district of Ver- 
milion Street, where only the buyers of 
quality merchandise are wont to travel, 
the Merit Shoe Store was moved to a 
location on East Main where flock the 
buyers of the budget program. Rents 
were lower here and chances for selling 
medium priced shoes were multiplied 
many times over those of the old loca- 
tion. 

The old dead backgrounds of the win- 
dows were replaced with color and life. 
Inexperienced young clerks were re- 
placed by men of experience and follow- 
ing in the shoe buying circles. 





Experience Wins a Game 


[CONTINUED FROM PAGE 32] 


Among the new men hired were 
Deacon Cook who had so successfully 
managed the Newark Shoe Store before 
it had been retired and Jack Klage, ace- 
salesman at different times with 
Kavanaugh & Meyer and Krabbe & 
Kinningham. Both these men had large 
following among the trade. The budget 
of fixed expenses was rearranged to 
permit a larger spread of newspaper 
space advertising. 

And, Ho, Fellers! You may use this 
record of results of F. A. Vail’s opera- 
tions to cinch your argument with your 
dumb friends. 

The business of the Merit Shoe Store 
in Danville, Ill., has quintupled in less 
than four years since Vail took charge. 
This store leads the entire string of 36 
Merit Shoe Stores in volume of hosiery 
sales. Vail pushes the hosiery business 
in a big way. He calls a sales meeting 
of clerks each Saturday morning in 
which he stresses that they must men- 
tion hose to each customer on whom 
they wait. He insists that the hosiery 
club card be given to each one who 
crosses the threshold of the store. This 
card has place for 12 entries of hose 
sales; also lines for the address of the 
purchaser. When 12 sales are recorded 
the purchaser or holder of the card is 
entitled to a pair of hose free. So per- 
sistently has Mr. Vail pushed hose that 
several thousand of Merit Hosiery Club 
cards are now circulating about this 
town made so famous by Uncle Joe 
Cannon. 

The July and August reports on the 
business of the 36 Merit Shoe Stores 
showed this Danville store to be in 
fourth place as to general volume of 
sales, first place in hosiery sales and 
sixth place in percentage of gain for 
the months mentioned. And be it 
known, if you please, Fellers, that the 
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greater number of these Merit Shoe 
Stores occupy 100 per cent locations in 
cities much larger than Uncle Joe 
Cannon’s town. 





Fall Shoe Sales Increase 


DayTON, OH10O—With cooler weather 
prevailing here, shoe men are report- 
ing an increase in the sales of Fall 
shoes for both men and women. Elmer 
Blomquist, buyer for the Rike-Kumler 
Company, one of the city’s leading de- 
partment stores, finds a greater tend- 
ency at present for higher priced mer- 
chandise. 

“We are selling more of the better 
grade shoes than ever before,” said 
Mr. Blomquist. “Price resistance is al- 
most nil and we are selling more of the 
$12.75 and $13.50 shoes than those 
priced at $10. 

“The factories are all busy here— 
more people are warking—and now 
that they have more money, they are 
beginning to buy better merchandise.” 

Mr. Blomquist indicated that he be- 
lieves it is “in the bag” so far as an 
exceptional good Fall season for shoes. 





C. B. Pearlston Named 
District Manager 


SEATTLE, WASH.—Carl B. Pearlston 
has been named as the new district 
manager of the Pacific Northwest divi- 
sion of Leed’s Shoe Stores, Inc., with 
headquarters at the Seattle store at 
Third Avenue and Pike Street, of which 
he will also serve as manager. He has 
been associated with the company for a 
period of six years. Prior to coming to 
Seattle to take charge of the smart 
Seattle salon and the entire Pacific 
Northwest section, he was for four 
years manager of the Leed’s store at 
Long Beach, Cal., and has been engaged 
in the retail shoe business for a period 
of fourteen years. 
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THE BOX TOE _ 


ei 


— hidden from view — 


yet highly important 


‘to the comfort and ap- 
_ pearance of any shoe 


writing advertisers please mention Boot and Shoe Recorder 





ABISTOGR 


Aristocrats are all that their majestic 
name implies. Built by O’Donnell’s 
ioneer Boot manufacturers, they are 
an nd lasted, have that smart tipped for- 
ward effect—the perfection in detail 
found only in the most expensive cus- 
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23 North 22nd St., Humboldt, Tenn. New York Office: 531 Marbridge Bldg. 


tom made Boots. 


Truly, Aristocrats are 
“America’s Finest Boots.” 


Iu Steck, 


America’s most complete line. 
Twenty-five styles in stock. 
Write for stock catalogue. 








Tools and Turn Rips 


[CONTINUED FROM PAGE 28] 


customer has a bump on his foot. You 
will use it to take off the sharp edge of 
the insole if it cuts the foot, or to make 
a depression in the heel seat to fit the 
customer’s peculiarities. 

The skiver doesn’t leave the insole 
smooth enough, so you will want some 
No. 00 sand paper handy to finish the 
job off. 

By the way, if you have trouble with 
your shoemaker soiling the uppers of 
light shoes as he trims a half sole or a 
toe patch job, ask him to stick a piece 
of light cardboard down in the crack 
between the sole and the upper as he 
sets the edge. By moving it along as 
he goes he can always keep the wheel 
from touching the upper. 

Or better yet. Buy him a roll of the 
new Scotch masking tape, a pretty 
fancy name for plain gummed paper. 
He will stick a piece around the counter 
or vamp (wherever he is using the fin- 
isher) and tuck its edge down into the 
crack between the upper and sole. When 
he is through he tears the tape off and 
your shoe is as clean as when he re- 
ceived it. 

Sewing a turn rip. (Help your shoe- 
maker catch on to this.) Heretofore 
there have been only two generally 
known methods of sewing a rip in a 





turn sole. 1. Turning and sewing, which 
breaks up the boxing and ruins the 
shape of the shoe. 2. Sewing down 
through the sole, which wears off and 
rips in a few days. 

This new method (my invention, 
ahem) is faster, easier and better than 
either. It leaves the shoe in perfect 
shape, with a stitch exactly the same as 
if it were turned and sewed, but with- 
out turning. Fig. 15 shows a five hole 
rip. Now follow each step. 

1. Remove old stitches from lining. 
Dampen channel and loosen it up with 
a screw driver. 

2. Take a short wax end. One end we 
will call X, the other end Y. Run end 
X in through upper hole 1 and out up- 
per hole 2. 

3. Run end Y in through sole hole 1 
and pull it tight, closing hole 1 com- 
pletely. 

4. Bring Y out through sole hole 2. 
Note: Bringing the ends out will neces- 
sitate “blind-stabbing.” Keep another 
wax-end handy for this purpose. If 
you are sewing the rip with a scrap 
wax-end having a knot in the middle, 
start the end X out through sole hole 1, 
thus bringing the knot under the chan- 
nel at this hole. 

5. Now cross the ends through sole 











1936 


hole 2. End X goes in and end Y comes 
out. 

6. Pull end X slowly in through sole 
hole 2 till less than a quarter of an inch 
is still showing, as you see in Fig. 16. 
Now stop, for here is the tricky part 
of the trick. 

7. Before pulling end X tight, enlarge 
upper hole 2 slightly with the awl, 
enough to insert the wax-end of Y in- 
ward. Now X is going in through the 
sole, Y is going in through the upper. 

8. Pull both ends tight inside the 
shoe and hole 2 is closed forever. (Be 
sure, of course, that the wax-ends going 
through the upper holes go also through 
the original lining holes at the same 
time.) 

9. Now repeat on hole 3 just what 
you have done on hole 2. Run the upper 
thread out through the upper, the sole 
thread out through the sole of hole 3. 
Cross the threads through the sole and 
also through the upper, as before. And 
that’s all there is to it. 

10. When you come to the last hole, 
No. 5, run the upper thread out through 
the upper, then directly in through the 
sole. Next, twist the wax-ends into a 
knot which will lie under the channel 
between sole holes 4 and 5. 

11. Put in the sock lining, tap the 
sok on a last to flatten out the channel 
and you can then defy anyone to tell 
which side of the shoe had been ripped. 

(To be continued) 





Buyer's Sons Display Shoe Styles 


BuFFALO, N. Y.—Life size photo- 
graphs of the twin sons of William T. 
Duffy, buyer of college shop footwear 
for The Kleinhans Co., are being used 
in window displays of the store along 
the Lafayette Square frontage to show 
what shoe styles well dressed children 
are wearing this season. The two boys, 
Dick and Don, have frequently posed 
for style photographs for the store and 
Clement Kieffer, Jr., display manager 
of The Kleinhans Co., reports that they 
have helped to introduce many types of 
children’s footwear to younger custom- 
ers of the store. Back-to-school sales 
of boys’ shoes are reported to have 
touched the highest peak in many years 
ini the children’s footwear section on the 
street floor. One of the significant 
trends, it was reported, has been the 
increased activity in better quality 
shoes for boys. 


_——— 


To Advertise Shoe Laces 


LAWRENCE, Mass.— The Shoe Lace 
Co. of this city, large manufacturer of 
shoe laces, is launching a brand promo- 
tion of its complete line of Permatip 
laces. New packages, point of sale dis- 
play and national advertising will be 
used for the first time in the industry’s 
history to stimulate shoe lace sales and 
create brand consciousness among con- 
sumers. 

Bermingham, Castleman & Pierce, 
Inc., New York, have been named to 
direct the advertising. 
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Is This an Industry 


[CONTINUED FROM PAGE 26] 


have something to do with shoes and the progress of 
the whole structure from tanner to shoe fitter. We 
have examples of, successful selfish operation, some 
of it is vulture-like in its tactics to take most from the 
fellow behind so as to be able to profit the most on 
the fellow ahead. 


Sattler Contest Blocks Traffic 


Burra.Lo, N. Y.—Sattler’s, Inc., oné of the largest 
retailers of footwear in Western New York, gave away 
four Ford sedans on successive Thursdays in one of 
the most dramatic sales events held in the Broadway- 
Fillmore community shopping district. Free tickets 
were given to each customer and it was reported by 
Charles Hahn, Jr., vice-president and general manager 
of the company, that consumer traffic showed a very 
sharp upturn with a corresponding increase in sales 
volume. On the evenings that the cars were given away 
from 40,000 to 65,000 persons crowded the Broadway 
Market Plaza for the drawings. 


“Feet in Action” Draws Crowds 


Datias, Texas—Some 4,000,000 Texas Centennial 
visitors have paused before the shoe endurance tester 
in the Centennial Federal Building. Protected by plate 
glass from “souvenir” takers, the tester machine is 
in constant operation with “feet” in action putting 
severe strain on shoe leather. A placard to the side 
explains the steps to which the Federal Government 
goes to prove whether or not a shoe is worthy of its 
citizenry’s wear. 


“Lady in Leather” 


PeaBopy, Mass.—Tanners discuss the “Lady in 
Leather,” after receiving the news from Hollywood 
about leading ladies of the movies dressing in leather. 

If the fashion spreads, and the wearing of leather 
dresses becomes as common as the wearing of leather 
shoes, the tanneries will hum. 

It takes but 114 feet of leather to make a pair of 
shoes for the lady. But it will take a dozen or so 
skins to make a dress for the lady. 


New Slater Store Opened 


East Orance, N. J—J. & J. Slater, operators of 
quality shoe stores in New York, Washington, Palm 
Beach and Miami, opened a new store in Central Avenue, 
this city, on Sept. 28. Jerome Helfant has been ap- 
pointed manager. 





TRIXIE 


R1184 Genuine Silver Kid $2.75 
R1186 Genuine Gold Kid. $3.25 
R4484 Black Satin -00 
R4486 White Faille 


66 Last, Round Toe, 21/8 
is Heel 


AA to B Widths Only 


All ay, “R In oa with 
8 Block Hee 


CASINO 


R192 Genuine Silver Kid $3.10 
R1194 Genuine Gols Kid. $3.60 
R4450 Black Quarter. 
Satin Stripping 2.00 

4452 White *Paliie Quarter. 
Satin Stripping 2.00 
R4454 Black Velvet 


66 Last, Round Toe, 21/ 8 
Louis Heel 


AAA to B Widths 


All Above Also in Stock with 
12/8 Block Heel 


RITA 


R1196 Genuine Silver Kid $2.75 
R 4 


‘am 
R4464 Black v elvet Silver 
Trimmed Vamp $2.00 


66 Last, Round Toe, 21/8 
Louis Heel 


AA to B Widths ONLY 
All above Also in Stock with 
12/8 Block Heel 


poets ry 10 DAYS 
NET 30, F.O.B. FACTORY 


SEND. FOR NEW 
COMPLETE BULLETIN 


HANNAHSON S 


HAVERHILL, MASS. 
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IT’S THE FORM 
THAT COUNTS 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 


Manufacturing Branches 
United Last Co., Ltd., Montreal, Canada 


Paris Frankfort 
France Germany 
Mexico City, Mexico 


Northampton 
England 
Melbourne, Australia 


Good hosiery forms can put 
over your hosiery as no sales- 
elerk can. Good hosiery forms 
give a living presentation of 
your merchandise—show your 
hose exactly as it will appear on 
the leg. Good hosiery forms sell, 
silently—but sell . . . definitely. 
That’s why you should use 
Fairy Ferms! 


Fairy Forms are the only forms 
that duplicate the human leg. 
They are the only forms that 
have the exact contour, the per- 
fect features so necessary in dis- 
playing hosiery. Make certain 
the forms you use show every 
selling point—show your ho- 
siery to the best possible advan- 
tage. And you'll be certain only 
by using Fairy Forms. We'll 
gladly send you prices. Write 
us today. 














Hosiery in Relation to 
Foot Widths 


[CONTINUED FROM PAGE 40] 


would satisfy the ideals of many doc- 
tors. Pedic troubles arising from 
crowded toes, particularly the large toe 
being thrown off centre, would be elim- 
inated so far as hose are responsible. 
There is a very logical argument in fa- 
vor of such a style hose. Rights and 
Lefts are an absolute necessity in shoes. 
One could not conceive of shoes made 
with the same universality as hose. The 
fact that the foot portion is not ex- 
posed to the eye is no excuse for the 
hose not following the lines of the foot. 
We have standard line shoes, primarily 
for health reasons. Why should we not 
have standard line hose for the same 
reason? 

In an effort to be a little more spe- 
cific about fitting hose to assure ample 
length, particularly where such length 
is reduced by foot width, there arises 
a temptation to suggest another sched- 
ule. It is not “scientific,” by any means 
—rather a refinement of what has been 
offered to date. Until such time as we 
get a scientific base for hose fitting, 
there will continue an unscientific adap- 
tation of hose to the feet. Therefore, 
we must make the most of what is 
available. 


Texas Retailers Decide on 
Convention Date 


DALLAS, TEXAS—At a recent meeting 
of the directors of the Texas Shoe 


R. C. MYNATT 


25, 26, 27, 1937. This convention is 
always held in conjunction with the 
Southwestern Shoe Travelers Asso- 
ciation who have their first meeting 
January 23 to 27. 

This Texas convention is one of 
the big shoe conventions of the year 
and attracts much attention from shoe 
men from all over the country. Last 
January for the 1936 show there were 
over two hundred manufacturer’s lines 
on display. This year, inasmuch as 
the Southwest has shown big improve- 
ment in business conditions, the mem- 
bers of the association are counting 
on a bigger and better convention than 
was ever held before. 

R. C. Mynatt is president of the 
Texas Shoe Retailers Association, M. 
A. Daniels, first vice-president; L. H. 
Graves, second vice-president; Glen 
D. Jones, third vice-president; W. P. 
Barnes, fourth vice-president, and 
W. A. Harris, secretary-treasurer. 


New Shoe Department 


CoLumBus, OHI0—The Glassner de- 
partment store on Washington Street, 
opened its new shoe department re- 
cently. Paul Abramsky of St. Louis 
is here to take charge of the newly in- 
stalled department as manager and 
buyer. He will locate here perma- 


Retailers Association it was decided nently. The new department will be 
to hold the annual Spring convention devoted exclusively to women’s and 
at the Adolphus Hotel, here, January misses’ shoes. 
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A New lhompson, 
Ostendo Nailess 


SALES BUILDING PROGRAM 
FOR FALL AND WINTER 


Byck's Modernization Completed 


LOUISVILLE, Ky.— A Summer - long 
task of modernizing at Byck Bros. & 
Co., women’s specialty shop at 532 S. 
4th Street, was completed recently. 

The pleasing contour of the store’s 
new front has been extended through- 
out the store’s four floors, and the air- 
conditioning system has been enlarged. 
In addition, several new departments 
were established. Officials of the store 
said the work cost $95,000. 

Designed especially for Byck’s loca- 
tion, the new display windows are fin- 
ished in bronze and granite, with curv- 
ed glass fronts and hand-carved mold- 
ing being used. An innovation in the 
windows is the installation of flesh- 
colored mirrors. 

The floor embodies the spirit of mod- 
ernism that is the motif throughout, 
the dove gray and oyster white of the 
walls and ceiling being suitable back- 
ground for the gaily-colored furniture 
in the shoe department. No shelves 
greet the patron, all shelving being con- 
cealed, while sufficient illumination 
without glare is provided by indirect 
lighting. New niches and display cases 
have been set in the walls, and new 
fixtures have been placed on the floors. 

New departments are devoted to 
gloves, on the first floor, and corsets 
and negligées, third floor, while the 
space allotted to lingerie, hosiery and 
bags and shoes on the first floor has 
been greatly enlarged. 

The second floor has also been 
doubled in size, and each of its depart- 
ments is now finished in delicate pastel 
colors. There is a coat and suit shop in 
the front, a millinery section, a sports- 
wear shop, a junior shop, and an “Em- 
pire Room,” fitted with crystal chande- 
liers and luxurious furnishings. 

Besides the new department, the 
third floor is devoted to children’s 
shoes. 

Dan C. Byck, president, described the 
improvements as designed to provide a 
pleasing, comfortable atmosphere to- 
gether with the most modern types of 
merchandising equipment. 

The entire project was designed by 
Wishmeyer, Arrasmith & Elswick, 
architects. Ale Borstein, Inc., was gen- 
eral contractor, with construction un- 
der supervision of B. H. Meyers. 


Exclusive Women's Shop Opened 

MILWAUKEE, WIs. — Boll’s Verified 
Shoes, a new exclusive women’s shoe 
shop, has been opened here at 204 East 
Wisconsin Ave. by Wilmer P. Boll with 
a line of. shoes made by the Walker 
T. Dickerson Co. Associated with Mr. 
Boll in the new store are Tom Schields 
and Hugo R. Weber. All have been 
associated with the shoe business for a 
number of years. In connection with 
the opening of the store, Sidney E. 
Lein, educational director of the Walker 
T. Dickerson Co., was at the store for 
a week to give free consultations on 
shoe fitting. 
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The greatest merchandising features ever 
incorporated into a shoe are now being 
carried to the Men of America through an 
aggressive national advertising campaign. 


The force of this advertising, building con- 
sumer demand in your market, will reflect 
in increased sales to every Ostendo Nailess 
merchant and makes the franchise for this 


fine shoe more valuable than ever. 


THE 
IMPERIAL 
No. S 2016 

GUN METAL OX. 
No. S$ 2018 
TAN CALF OX. 
No. S$ 2020 . 
BLACK KID OX. 


"THOMPSON BROS. SHOE (oO 


Recognized leaders of shoe mer- 
chandising are identifying them- 
selves with the line and terri- 
tories are closing fast. Write 
today while your territory may 
still be open. 


FINE SHOEMAKERS 
BROCKTON 


THE 
BOULEVARD 
No. S. 2008 
GUN METAL OX. 
No. S. 2010 
TAN CALF OX. 
No. S. 2012 BLACK 
AND No. S 2014 TAN 
WITH: WING TIP 
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Liquid Wax 
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NEW KIND OF SHOE POLISH 
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SWAGGER LIQUID SHOE WAX 
REVOLUTIONARY 


Colors that sell as fast as white! 
The first “ year-round-flash” in 
polish. REPEATS . . . PROFITS. 


Send for FREE SAMPLE Today 
SWAGGER, INC. + 916 PARRISH STREET 
Philadelphia, Pa. 
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Sport Shoe Leathers 


BORA Oe 








For sporty ex 
with this new s 


Made by the tanners 
Ruffit. Samples on request. 


“SLATTERY BROS. 











R. N. Stewart Completes 42,000 
Mile Motor Trip 


New York—R. N. Stewart, Pacific 
Coast representative for the Dunde 
Shoe Reshaping Devices, Inc., of New 
York, has recently returned from a 
42,000-mile motor trip covering all of 
the principal cities in the Middle West, 
South and Pacific Coast. 

Mr. Stewart left the factory a year 
ago last May stopping off at various 
representatives enroute to Los An- 
geles. He attended the Dunde dis- 
plays at the California Shoe Retail- 
ers convention held in June of that 
year and immediately after the con- 
vention he opened an office and display 
rooms in the Arcade Building, shoe 
center of Los Angeles, and organized 
his western sales force from that 
point. 

Mr. Stewart represented the Dunde 
company at all the western shows in- 
cluding Texas, California, Oregon and 
Washington during the past year and 
a half. He was pleased to note the 
number of Dunde machines being used 
by numerous shoe merchants in that 
section of the country. 

In New York now, Mr. Stewart will 
remain for a few weeks visiting the 
factory, inspecting the new machines 
being made for the London Shoe Show 
and foreign trade and discussing new 
trade problems before returning to 


| the coast. 
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TRADE MARK REGISTERED 
The perfect leather innersole 









e , 
NO BREAKING IN— 
PERMANENT COM- 
FORT—LONGER LIFE— 


Three reasons why fine 








shoemakers and keen 







retailers insist on this 


superior innersole. 







V.AN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 




















Stores Helped, Also Hindered, 
By Parking Charge 


SALT LAKE City, UTAH—Local shoe 
men are plenty concerned about the 
park-o-meters, a “parking post” de- 
vice that collects a nickel for one hour’s 
parking in the downtown business dis- 
trict. Opinions vary. 

“I think the meters are a fine thing 
for business,” says Jesse Thompson 
of the Hunter-Thompson store. “In 
the past, cars parked in front of our 
store have kept away persons who 
wanted to park near our store and 
make purchases. Result—they have 
driven to a less congested place and 
made their purchases there. The hour 
parking limit of the meters necessi- 
tates moving the car and giving some- 
one else a chance.” 

“Collecting money for parking cars 
in an individual parking lot is all 
right,” remarked Lynn Knowles of the 
Walk-Over Shoe store, “but when it 
comes to the city charging for parking 
in the business district, it is destruc- 
tive. Then, too, the fact that we have 
them in front of our store and all 
along this block and there are none 
directly across the street seems like 
unfair discrimination. Some customers 
have already complained to us about 
it and said that they made their pur- 
chases at stores closer to where they 
had parked, in spaces not having the 
park-o-meter<.” 


“Frankly, I’m not sure whether the 
park-o-meters are good for business 
or not,” admitted Howard Hudson, 
manager of Thom McAn Shoe store, 
Keith Emporium Bldg. “They are 
good in that they do away with park- 
ing-hogs; but I’m against them be- 
cause they are another tax on the 
already heavily-taxed car owner.” 





Newest London Shop Opened 


BrRooK.Lyn, N. Y.—The 15th unit in 
the chain of London Character Shoe 
Stores has been opened at 1539 Pitkin 
Avenue, in a building that has been ex- 


‘tensively improved to meet the require- 


ments of the shoe firm. 

The new store is equipped with the 
newest devices for the display and sale 
of men’s shoes. It is the second shoe 
store of the chain on Pitkin Avenue and 
has been hailed as one of the most im- 
posing in the region. 

The new store front is very modern 
and artistically designed. It has been 
fashioned of lace woodwork. The in- 
terior of the new Pitkin Avenue store 
is unique in that there is no shoe in 
sight when one enters the store, the en- 
tire stock being in the rear of the store. 

The sides are decorated with elegant 
murals, depicting scenes in London, 
England. 
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Bright Footnotes in a Season of Sudden 
Sharp Contrast — Introduced in 


BURNISHED KID 


Carnival Colors, crude and strong; Burnished Kid, bright and shining — 








for slippers as lilting, fresh and new as the tinkle of a calliope. 


Schiaparelli created a wave of interest in bright kid slippers abroad. We 
are first to present kid in a carnival mood — our Burnished Kid is luminous, 


colorful, girded for gayety. 


HARLEQUIN RED 
BLUE IRIS 
CONFETTI GREEN 
CRUSHED ORANGE 
STREAMER PURPLE 


ALLIED KID COMPANY 


STANDARD DIVISION, 209 SOUTH STREET, BOSTON, MASS. 
NEW CASTLE DIVISION, 100 GOLD STREET, NEW YORK, N. Y. 





When writing advertisers please mention Boot and Shoe Recorder 
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Riding Boots 


meee ee ers! 


ENGLISH 
RIDING 
BOOTS 


Tan or Black, 
for Ladies and Men 


Write for new catalogue to the 
English Bootmakers 


MANFIELD & SONS 
1636 Ranstead St., Phila., Pa. 

















Lehi ei eile 





A te ee 


Spats 





SEND FOR] 
SAMPLES. 


Guaranteed all wool 
Pressed finish 


SPATS FOR MEN 
opular Priced Lines 


FRANKLIN MANUFACTURING CO., INC. 
FRANKLIN _ Spat Manufacturers Since 1807 OHIO 








Since (807 OH 
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Ballet Slippers 


se 


BALLET SLIPPERS—IN STOCK 


FINEST QUALITY, BENCH MADE 
Me. 100, Bik. Kid, Soft Toe 
Turns, Rights & Lefts. 
G11 1Ye-2 2-8 
7 i it 
SOHWARTZ & HERDER, Inc., Mire. 
70-72 NO. 4TH ST. PHILA., PA. 














Men Buying More Browns 


Los ANGELES, CALIF.—All indications 
point to a very satisfactory sale of 
brown shoes for men for the coming 
season in Bullocks. Brown shoes with 
the new gray and blue-gray suitings 
are being bought quite freely. Brown 
alligator bids fair to be a first-rate 
seller. Brown reversed calf shoes are 
still holding their popularity, although 
this season there is a switch to leather 
soles. In all types of shoes, the broad- 
er toes are definitely in the lead by a 
wide margin. 


Chandler Higher Price Line 
Proves Success 


St. Louis—“Everything that goes 
down must come up,” states Lou Lieb- 
son, merchandise manager of the 
Chandler Boot Shop division of Edison 
Brothers Stores, who reports a lively 
interest being shown in the higher 
price line of footwear recently added 
to these stores. The new line has 
been registered under the name of 
French Room Footwear, retailing at 
$4.95. Previously the Chandler shops 
confined their retailing to a $3.95 price 
exclusively. 





LOU LIEBSON 


“Women have always known quality 
and desired it,” said Mr. Liebson. 
“With the improvement in general 
conditions throughout the last year 
they have become able to assert their 
preference, and our higher price line 
has now become a major portion of 
our results.” 

Mr. Liebson stated that a test was 
made in several of the company’s stores 
this Spring, proving conclusively that 
there was a definite trend toward 
trading up, with the result that all 
Chandler stores have instituted the 
“French Room” line and are going 
full steam ahead. This move has not 
diminished the interest in the $3.95 
grade, but has developed additional 
business, winning new customers to 
the stores who desired better grade 
footwear. 

“It was good to see new faces in 


- our stores responding to the showing 


and to watch the sales thermometer 
going up on the larger price units. 
We are now able to meet two price 
demands instead of one under the 
same roof. Our managers are en- 
thused over the results of the new 
venture. We are meeting better times 
with better shoes and better sales.” 
No premiums were used to spur sales 
on the new line, the company pre- 
ferring to coast along with the natural 
trend. Only one insertion was used 
to advertise the new line in newspapers. 
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MORE 
JUVENILE 

. BUSINESS 
FOR YOU 


» 
@ 
The first pair of juvenile shoes is 
important — because a new 
customer provides the oppor- 


tunity to make a_ repeat 
customer. 


The national reputation of 
Ideal Baby shoes creates a 
reservoir of new juvenile cus- 
tomers for the store that 
handles Ideal. Flexible Hard 
Soles—the size run between 
soft and cushion soles and full 
fledged juvenile shoes. 


You can have this constant 
flow of new business by stock- 


ing Ideal Flexible Hard Soles. 
Write us today for the details. 


MRS. DAY'S IDEAL BABY SHOE CO. 
DANVERS, MASS. 


Manufacturers of ti ap all 
Sole—Intermediate and 


IDEAL 


FLEXIBLE HARD SOLES 


which will bring more children into your 
store for their first pair of full-fledged 
) juvenile shoes. 


LOE OO OEE OE OLE EOL 
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Two Fall Seasons for Men's Shoes 


Los ANGELES, CALIF.—Two Fall sea- 
sons for men’s shoes are open to most 
shoe retailers who get their shoes in 
early and who merchandise them early, 
finds Frank J. Crapo, shoe buyer for 
the Desmond’s five shoe departments. 
Reversed calf, crepe sole, still lead 
by a wide margin as the number one 
shoe for the early trade. Plain toe 
bluchers, on a comfortable, free-fitting 
last, with the browns and grays run- 
ning about even are readily bought 
by the “younger crowd.” This year 
the Desmond stores are featuring re- 
versed calf shoes in grades from $6.85 


to $12.50 with remarkable success. 
Shaggy reversed calf is selling to the 
high school boys in all stores, with 
the Wilshire and Westwood branches 
taking the lead. 

Considerable new business has come 
from a series of advertisements built 
on the wording of “Shift into Reverse 
back to College.” Window trims and 
interior displays having this theme 
have caught the popular fancy most 
effectively. 

A promotion of genuine moccasins 
for home wear started this Fall in 
the Desmond stores by Mr. Crapo, has 
proven to be most effective as many 
men have taken to wearing this type 


of shoe for house and garden wear. 
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Burns' Cuboid Company Plans 
National Ad Campaign 


Los ANGELES, CALIF.—After severa! 
months of sensational sales results and 
introductory testing in the shoe salon 
of the Mey Company, here, the Burns’ 
Cuboid Company, Santa Ana, Calif., 
are laying plans for a national sales 
and advertising promotion in the Fall 
on their new products, Burns’ Cuboids. 

Burns’ Cuboids introduce a new prin- 
ciple in foot health and comfort. Ortho- 
pedically correct, Cuboids are con- 
structed on the principle of proper body 
weight distribution throughout the 
foot. One of the chief causes of foot 
misery and discomfort arises because 
of weakened foot muscles holding the 
cuboid bone in place. Cuboids over- 
come this defect because they exercise 
the muscles in the foot and massage 
and build up the arch. Cuboids are not 
like the ordinary arch supporter. They 
are made to fit the foot. Shoes fit more 
comfortably with Cuboid edjustments. 
This new foot health appliance fits in 
any shoe like ordinary inner soles. No 
metal—only hard rubber pad covered 
with processed leather and suede. 

Burns’ Cuboids retail $3 to $6 a pair 
and give the dealer a slightly better 
than 40 per cent profit. It is planned 


A 
to franchise the better shoe dealers Ti i nen only i and tremendously 


throughout the country. Cuboid spe- 


cialists will train sales clerks on fittin oir . 4 
and selling Cuboids. ¥ ad interested in men, clothes and good times, |, too, 


Seaathes Go. in Larger Quarters know what | want when it comes to shoes. 


BALTIMORE, Mp.—The Swan Shoe 
Company, Inc., manufacturers of slip- Of COUrse, | have some of the cutest pumps and 


pers, sandals and other footwear, have a ; 
found it necessary, because of its in- most knock-out looking sandals you've ever seen, 


creasing business, to move to new and . 
larger quarters, which it is now oc- but Boy!—do they kill my feet! 


cupying at 2200 Aiken Street. At 


this new location it occupies the first . . 
Gi at this largs daylight factory Last week the nicest man sold me a pair of new 


building. I k i ith it . . . ' 
waa eh Pte a , Pe Pe: pumps and fitted them with Trimfoot. I've never 


t dditional hi in- ° . 
ae’ eek eeciaaio: bar --boun had such marvelous comfort in any pair of shoes. 


stepped up considerably, thus enabling ' : r ve 
the concern to turn out much more In fact, he's my friend for life. 
footwear than at its former quarters 


at 2201 Aisquith Street. I f oe P . ‘ 
necessary — cyte pe Fn This nice man turned a shopping customer into a satisfied, repeat 


help to facilitate its operations and booster for his store. He did it by extending his store's service to 


take care of its increased and enlarged 
production schedule. E. W. Weakley an otherwise hard-to-please customer. 
is president and manager of the Swan « 
Shoe Company, and H. M. Ness is 
vice-president. The Swan Shoe or- Your store's service is the One Thing that can give you the edge 


ganization is one of the leading and ais fe ° ° 
largest footwear manufacturing con- on competition. Specialize and develop your service by featuring 


cerns in this market. Wizard Foot Relief. 
Clay Ogden With Mayer 


MILWAUKEE — Clay Ogden, well Write immediately and learn about The Wizard Way to Greater 


k i i : 
raid — >, yess ag s-vang Hon Profits and More Satisfied, Repeat Customers. 


this season for Fred A. Mayer Shoe 
— of Milwaukee, covering Pitts- 
urgh and large cities east. Mr. Ogden ST. LOUIS, MISSOURI 
pie live in Philadelphia, his home for biel I _ A R D c OMPA N Ye WALSALL, ENGLAND 
t 

e op at three years having Canadian Specialties, Ltd., 49 Sanford Ave., So., Hamilton, Ont. 
























Men's Shoes 
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“HIGHEST GRADE ONLY" 
EAST WEYMOUTH, MASS., U.S.A. 
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Dancing Shoes and Taps 
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Pat. Tap Slippers 
IN STOCK 
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SCOWARTE & HERDER, INC., MFRS. 
70-72 N Philadelphia, Pa. 


TAP DANCING SHOES 


IN-STOCK 
PATENT 
LEATHER 


Women's 
$1.25 
Misses 
$1.15 

: PSO RSET VN Children's 
also, white kid 10c pair extra $1.10 

BLOG SHOE COMPANY 

147 Duane St. New York, N. Y. 





























Patent Leather 
Wemen’s $1.55 






Misses’ $1.45 
White Kid Women's Misses’ Sizes 
Wew'tite = a-weaahs ‘ine 
ae 
— Owens SHo—E Co. = 
—— 28 Goodhue St., Salem, Mass. ——— 








High School Boots 


North ApaAms, Mass.— The Gale 
Shoe Mfg. Co. is making “High School 
boots”—these being lace boots in nov- 


elty patterns for high school and college 
girls. 
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Lindner Salon Doubles Space 
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Cleveland, Ohio—The new and beautiful shoe salon in the Lindner Company store of Cleve- 
land, operated by Goetz & Mittelman, has been enlarged to twice its former size and will 
carry one of the largest selections of |. Miller shoes in the country, as well as a representative 


line of high styles retailing from $6.95 up. 





Detroit Shoe Exhibit Postponed 
One Week 


Detroit, MicH.—The Detroit Shoe 
Exhibits, of twenty-five manufacturer’s 
representatives in the shoe field, hold- 
ing an exhibition every Monday in 
the Statler Hotel, has asked Boot AND 
SHOE RECORDER to notify all retailers 
that the exposition will not be held on 
Monday, Oct. 12, because of previous 
lease on the space at the Statler. With 
this exception, the exhibit will be open 
every Monday until the end of the 
year. 

From fifty to seventy-five buyers are 
visiting the exhibits every week, and 
buying is improving steadily weekly. 
The new group is cooperating to es- 
tablish an active new shoe market in 
Detroit. 

A letter is being sent out every 
week to some nine hundred retailers 
within a radius of two hundred miles, 
notifying them of the special attrac- 
tions for the week. This mailing list, 
which has now been proved 100 per 
cent perfect, has been formed by 
pooling the selling lists of all sales- 
men concerned. 


Walk-Over Store to Move 


New Beprorp, Mass. — The Walk- 
Over Shoe Store, 236 Union Street, is 
to move about November 1, to a fine 
new store at the corner of Union and 
Purchase Streets. 

The building was recently made 
vacant when the M. J. Leahy Co. moved 
to a newly-constructed building further 
along on Union Street. The building is 
now being entirely remodeled and sub- 
divided into smaller retail stores. The 
Walk-Over shop will occupy the corner 
store. 

This move will take the business into 





a much better retail shopping center 
with greater sales possibilities. This 
business is the combination of the 
Walk-Over store and Trull’s, which 
prior to the merger was located directly 
opposite the present Walk-Over store. 

The business is operated by Arthur 
A. Cunningham and Hugh Cuniff, in 
charge of the women’s shoes, and Carl- 
ton Trull, in charge of men’s shoes. 

The store has recently introduced a 
private brand line, called the Carol- 
Anne, retailing at $5. 





High-Cut Shoes Featured 


SEATTLE, WasH.—High-cut shoes 
with a downward line at the side—the 
d’Orsay line—are leading features of 
several of the large footwear sections 
of department stores, and principal 
shoe salons of the city. There are 
broad-strap town shoes in the new 
Paddock green and London tan trim- 
mings; effectively treated suedes, with 
combinations of patent leather; and 
striking side gores, in the main circles 
of interest at some of the shops featur- 
ing high style. Smart new oxfords, 
pumps and straps are making a bid 
for early favoritism. 





M. T. Shaw Reports Gains 


SPRINGFIELD, Mass.—The M. T. 
Shaw Shoe Co. of New England, Inc., 
branch distributor of Trade Builder 
Shoes, is now traveling nine salesmen 
through New England, all of whom are 
said to have shown a gain in sales over 
last year. An unusual feature of this 
men’s shoe line is that 40 per cent of 
the business is in high shoes, of which 
eight styles are carried in a full range 
of sizes. A new high shoe of brown kid 
has been added this Fall. In general 
more browns are being offered this sea- 
son than for several seasons past. 
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SHOE HARDWARE DIVISION 
United States Rubber Products, Inc. 
Waterbury, Conn. 
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L | Guilding The same courteous and competent 
staff will give you the utmost in friend- 


. liness, comfort and service. Conven- 

iently located to all stations, and only 

THE SHOE BUYING CENTER five minutes away from the heart of 
IN NEW YORK the business section. 


the crossroads of the trade .. where 
the seasons newest and most significant 600 ROOMS with boths from $2.50 up 
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9 pried Puree COMFORTABLY AIR-CONDITIONED 


Shop the Marbridge Building for authen- 
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Modern Corrective Section 
Added in Harris Store 






ah i i i a li hi ec lia tela eit 


St. Louis Shoes 


i ee i le ee Ri el ee eerie 


ST. LOUIS 
BRANDED SHOES 


Cancellations, Jobs and 
Samples 
MEN’S WOMEN’S CHILDREN’S 
Current —— From Top 
Grade St. uis Factories 
And General Line Houses 


AT A PRICE 


We can fill your needs for your special 
sales on quality shoes. 
on See Pee The new M. W. Locke corrective shoe section which has been added to the main 
M. K. WEIL SHOE CO. shoe department in the Harris Department Store and which embodies all the modern 
1326 Washington Ave., St. Louis, Mo. features seen in the up-to-date shoe department of today. 





















SN ee SAN BERNARDINO, CALIF.—Following selves, apart from the regular trade of 
2 the success of his separated shoe de- the shoe department. 
Bowling Shoes partments in the F. C. Nash Depart- The new department is conveniently 











te ee “—r~~"~" | ment Store in Pasadena, J. E. Spain located on the main floor. Comfortable 
chrome-finished chairs. and an X-Ray 
machine recently installed, add to the 
appearance of the department and to 
the well being of the trade. 


C. Dean Miller is in charge of the 






PROFESSIONAL who operates the shoe concession in the 
BOWLING SHOES local Harris Department Store, opened 
PRICE a new segregated Dr. M. W. Locke shoe 


Wess %s%3* | section in the Harris store. This ad- 













Men's 
$2.45 











napnoemrner naga joins the regular women’s and chil- department for Mr. Spain. During the 
Hubber Sele dren’s section as it does in Pasadena. opening days, Harry Jay Evans, well 
sate Feat Previous experience has proven the wis- ,nown representative for the Dr. W. M. 
Rubber Heel dom of such a move, for people who [Locke shoes in this section was in 






ewe kROOKS SHOE MEG: CO: need special foot corrective attention charge, giving advice on foot health 
are better satisfied when off by them- problems. 
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Women's Shoes 


PASO CO Se Cee CO 








Drew-English Open in Seattle son, John P. English, treasurer. Dan 
; Drew is executive vice-president and 

SEATTLE, WASH.—As Seattle’s latest manager of the new store, and former- 
shoe store, Drew-English, Inc., opened ly held a prominent position for twenty 
their doors this week at 1415 Fifth years in the shoe department of one of 


Avenue, where a fine salon for high- the leading Seattle department stores. 
Modern Turn Shoes That Fit class shoes has been created of the most poling English has ne identified fe 


Lage Aa modern design. The facade is of red many years with the business and in- 
marbleized glass, while a unique in- qystrial life of Seattle, while his son, 





oom erm 














Black 
ip een iarbleized ) a unique 
$2.40 ed nae x direct lighting effect gives simulation John, won an enviable record in foot- 


of soft subdued sunlight. More unique, ball in Seattle and in Notre Dame from 
however, is the main salesroom, a which he was graduated two years ago. 









replica of a garden, flanked with garden 
walls, and enlarged photos of exquisite , 
Northwest exteriors appearing over the Men's Seasonable Styles 
garden walls. Garden gates separate ° 
the room and lead to the stock depart- Show Action 
ments, to carry further the charm and Los ANGELES, CALIF.—Alligator calf 
distinction, while velvety-green carpets made over a medium custom last is the 
add their garden note, and the interior surprise seller in the local Nunn Bush 
is bathed in the glow of warm sun-light stores, finds manager P. D. Quist. A 
illumination. fair sale on this shoe was anticipated, 
Drew-English, Inc., have been ap- but not the steady early Fall interest 
pointed exclusive sales agents for the that the trade has shown. Heavy 
well known Hanan and Winthrop lines grains and cordovans are getting good 
of shoes for men, and the Armstrong action, even though the warm Summer 
and D. E. shoes for women. Nationally days linger on. In fact all the heavier 
7-NORCi ay -\, a OR, Ae we On OF famous hosiery is also being carried by shoes, most of them in the brogue types 
A division of L, B, Evans’ Son Co, this new store, which is headed by with good weight soles are far outsell- 
WAKEFIELD . James P. English as president, and his ing the medium weight numbers. 
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YOu 
CAN HAVE 
YOUR CAKE 
AND EATIT 


HOTEL LENNOX 
IN SAINT LOUIS 


We specialize in pleasing the hard- 
to-please guest. The more critical 
and exacting you are, the harder 
you'll fall for Lennox service. 


From the moment you register until 
you depart you'll enjoy courteous 
treatment, restful sleep and pleas- 
ant surroundings at Hotel Lennox. 


Fine Food and Drink is 
Part of the Good Service 


RATES 
50% of all rooms rent for $3.50 or 
less, single; $5.00 or less double 


Within 1 Block of Hotel Mayfair— under same management 





1936 


Trade 
Literature 


Catalog and Display Stand 


MILWAUKEE, Wis.—Huth & James 
Shoe Mfg. Co. has this season brought 
out for its Modern Miss line a very 
unique catalog which is not only a 
catalog but also serves the purpose 
of a display stand. The pages are at- 


tached with spiral binding and each 
page carries a smart illustration of 
one of the shoes. The frame of the 
display stand is also attached, and the 
pages are so arranged that any desired 
shoe illustration can be shown in the 
frame. Thus the illustrations serve the 
purpose, not only of a catalog of the 
line, but also of useful dealer helps. 
Additional advertising material, such 
as individual shoe mats, window cards, 
price tickets and set-up newspaper ads, 
are available to all customers of the 
concern free of charge. 

Huth & James Shoe Company com- 
pletes this Fall 10 years of highly suc- 
cessful operation and the line is of- 
fered as the “10th Anniversary Line.” 





New Women's Slipper 


PASADENA, CALIF.—A brand new soft- 
sole slipper for women has just been 
introduced by the Pasadena Slipper Co. 
which is proving to be a sensational 
seller. The newness of this patented 
slipper is that there is not a single 
stitch or metal fastening in the upper. 
It is a wraparound affair which ties on 
the side with a ribbon. The uppers 
are suede and the soles have a real 
suede covering so that the slippers are 
practical for out door wear. Primarily 
they are intended for college girl wear, 
but they are ideal for the winter sports 
devotee to use after the skiis or snow 
shoes have been taken off for the day. 
These slippers are named “Zunis” from 
the Zuni tribe of Indians who origin- 
ated this mode of footwear many years 
ago. 





For complete foot health 
and comfort we recom- 
mend GENUINE NEW- 
FLEX PIGSKIN INNER- 
SOLES. The porosity of 
Pigskin permits the feet 
to breathe freely, and the 
special tanning process 
used in developing GENU- 
INE NEWFLEX PIGSKIN 
INNERSOLES eliminates 
all possibilities of damag- 
ing effects on the inner- 
sole from body acids, heat 
and friction. Promote your 
store as Foot Health Head- 
quarters with innersoles 
that will not bulge, crack, 
wrinkle or lose their 
suppleness. 


REQUEST 


NEWFLEX 


PIGOKIN 


INNERSOLES 
COUNTERS 
WELTING 


Oo O 


EDGAR S- KIEFER 


TANNING COMPANY 


Tanneries e Grand Rapids, Michigan 
Sales Department 
223 W. Lake Street, Chicago, Illinois 
Boston Office: Lyman P. Gutterson, 
42 Lincoln Street. | Telephone Liberty 1206 
Write for Newflex Pigskin 
samples and convince yourself. 
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T. W. GARDINER COMPANY - LYNN, MASS. 


GARDINER LASTS 


For two generations New England Shoe Manufac- 











turers have proved to their own satisfaction that 
Gardiner Lasts reflect Smart Fashions and Depend- 
able Styles. 


Because of its constant affiliation with New York and 
Chicago style centers, T. W. Gardiner Company is 
able to give the Shoe Trade of New England au- 
thentic service at all times. 


Uw 


THE LAST WORD 


UNITED 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 
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REGIONAL /S SERVICE 
IN 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N. Y. 

f. W. GARDINER CO. KRENTLER BROS. CO, 
LYNN, MASS. ST. LOUIS, MO. 

UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 

stewart & potrenco, THE LAST WORD  yniteo tastco., tro. 


BROOKLYN, N. Y. U N } T E D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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and Ward Af 





SALESMAN WANTED 


POSITION WANTED 


SHOE STORE WANTED 





SALESMEN calling on shoe trade to handle 
fast selling and useful shoe novelty accessory. 
Liberal commission. Samples can be carried in 
vest pocket. d references and territory in 
first letter. Address E-934, care Boot & Shoe 
parester. 239 West 39th Street, New York, 





ALESMAN with following to handle one of 

the strongest specialty children’s lines. _Ter- 
ritories open, Colorado and vicinity, Utah, 
Washington and Oregon. References and all 
details with application. Address E-949, care 
Boot & Shoe Recorder, 209 South State St., 
Chicago, Ill. 





SALESMEN: To carry manufacturer’s line 
of high quality, moderately priced bows and 
buckles for opera pumps. This is an unusual, 
complete line. Liberal commission. Good ter- 
ritories open. Give details. Address E-954, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





I know and am favorably known 
to the great majority of shoe 
buyers and retailers, and to the 
shoe and leather manufacturers in 
the country—I am seeking a con- 
nection where this personal good 
will can be put to mutual profit. 
I would be valuable to a tanner or 
manufacturer needing a contact 
man or salesman. At present rep- 
resenting manufacturer in Eastern 
and Mid-Western territory but free 
to make immediate change. Negoti- 
ations can be conducted directly by 
addressing the following box num- 
ber or confidentially through the 
editor or publisher of this paper. 
Address E 956, care Boot & Shoe 


Recorder, 239 West 39th Street, 
New York, N. Y. 


SALESMAN wants to buy shoe store. Write 
full information. Will pay cash if price is 
reasonable. Address E-957, care Boot & Shoe 
genngen, 239 West 39th Street, New York, 





OPPORTUNITY 
We're Seeking A Slogan 


We're a group of independent shoe retailers oper- 
‘ating in the Metropolitan area. We sell quality 
lines of women’s shoes, built along fashionable and 
comfortable lines. And we're trying to find a slogan 
that will sell our merchandise. A slogan that speaks 
of style and comfort. We'll reward the winner 
amply. Send your slogans to 
Address E-953, care 
BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 























IDE line salesman—to carry the “Trade 

Builder” line. Men’s dress shoes, oxfords 
and police shoes. Carried in stock to retail at 
$4.00 and $5.00. Territory, central Pennsyl- 
vania and the anthracite coal section. Com- 
mission basis. Bell, Walt & Co., Inc., 119-121 
N. 4th St., Phila., Pa. 





WANTED TO PURCHASE 





WANTED to buy: Established Shoe Store 
in North or South Carolina town of about 
10,000 to 20,000. Address E-951, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


YAR TED—Motern Shoe Shelving for wo- 
men’s shoes, single pairs, location immaterial. 
Also Modern Chairs, Chromium and Leather. 
ar Modern, P. O. Box 1131, Wilmington, 








POSITION WANTED 





SHOE or allied products, preferably Michigan, 
Indiana, or Ohio | territory; 36 years old; 
married; graduate Illinois College of Chiropody. 
Can furnish excellent references. Address 
E-952, care Boot and Shoe Recorder, 209 S. 
State Street, Chicago. 


wante : A position by a man of long ex- 
perience in both selling shoes and in factor: 
management. Am thoroughly familiar with all 
grades of men’s shoes--Nailed-McKa » and 
Goodyear Welts, and know how to make ’em 
and how to sell ‘em. Have catered largely to 
Jobbers, Chain Stores, Mail Order Houses, and 
the larger outlets, and have a wide acquaintance 
with the trade. Have held my present position 
for nine years, but for various reasons would 
like to make a change. Salary not so much an 
object as a congenial situation. If in need of a 
salesman, a quality man, a stylist or all three 
I can fill the place for you. Best of references, 
Address E-950, care & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





Successful Women’s Shoe 


Executive Available 


At present employed—but has the 
best reasons for making a change. 
Enjoys extensive acquaintance with 
buyers and owners of shoe stores 
and shoe departments from coast to 
coast. Has a record of successful 
operation as sales manager, also as 
advertising and promotion manager. 
Background of experience covers 
actual retail selling, factory making, 
as well as successful road experi- 
ence. Available for change within 
forty-five days. 

Address E 955, care Boot & Shoe 
Recorder, 239 West 39th Street, 

New York, N. Y. 











WANTED TO PURCHASE 








CASH FOR BRANDED SHOES 


Men’s, Women’s—Factery or Retail 


tonian, Walk-Over, ¥ 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephone WORTH 2-5180, 518! 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Ete. 


IRVIN RUBIN 
+ House of Jobe’ 
89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 





FOR SALE 


TWO-STORY and basement brick factory build- 
ing in good condition, containing 24,000 
square feet floor space, located in a thriving, 
Eastern Pennsylvania town of 3,500 population. 
Can be purchased for $18,000. Address E-947, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








BUSINESS OPPORTUNITY 











Buyers of Surplus Stocks 
a es, Sie 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO.., Inc. 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 

















Money in Foot Correction— 


BE A TECHNOPEDIST 
Our graduates are building successful practices in 
this new and dignified profession. Home Study 
Course, working models and equipment, 
furnished at low cost. Easy terms. Write. 

THE TECHNOPEDIC INSTITUTE 
665 Broad Street Newark, N. J. 

















Feitelson Remodels Store 


SALEM, ORE. — Herman Feitelson, 
manager of the Paramount Shoe Store 
has remodelled his store. It now has 
a most modern setting, with hidden 
stock. Since making the change, Mr. 
Feitelson reports a fine increase in busi- 
ness. 











address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
> Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Gég 


In all other cases each word of the 
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When in NEW YORK—Pick the Piccadilly 


Say “Hello” to a good “Buy!” Stay at this New, 26 
story hotel. Here, Times SQUARE is all "ROUND 
you—just a stone’s throw to “Radio City”, 69 theatres, 
mid-town business offices and railroad terminals. 
Patronized by shoe executives from coast-to-coast. 


$9.50 


Single 


Chain Store Efficiency 


records are made available 
to independent retailers in the 


Bright, quiet, richly furnished rooms—with baths 
—deep, soft “sleepyhead” beds and all up-to-the- 

i ii Daily rates begin as low as 
Enjoy Cocktails in the PICCADILLY CIRCUS BAR! 


Ask for a copy of “1,001 FACTS about N. Y.!’ 


HOTEL PICCADILLY 


45th St., just West of B'way T. J. Mattieu, Manager 


Recorder’s Stock Record System 
(either in cards or book form) 





Cia ain di ai ee Ze 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, Il. 
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MERCHANTS’ NEEDS P Warning Noti 
atent Warning INotice 

We desire to notify all retail shoe stores that we are the owner of United States 
Lathens Patent Number 2,028,321, dated January 21, 1936, for shoe Re-Shaping 

evice, 
It has been brought to our attention that various retail shoe stores have been 
purchasing shoe reshaping appliances which constitute an infringement upon 
the aforesaid Letters Patent, and the purpose of this notice is to notify all retail 
shoe stores that by purchasing or using shoe re-shaping appliances which in- 
fringe the aforesaid Letters Patent they are rendering themselves liable to us for 
infringement of the aforesaid Letters Patent and an accounting for the damages 
we have sustained and the profits they have made by reason of their use of the 
infringing appliances. 
We intend to vigorously prosecute all manufacturers or retail shoe stores manu- 
facturing or aang shoe re-shaping appliances which infringe our said patent, and 
we warn the trade against incurring liability by purchasing or using such in- 
fringing devices. 


DUNDE SHOE RESHAPING DEVICES, INC. 
13 EAST 37TH STREET NEW YORK CITY 








Increase Your Sales 


Install the SHOE DOCTOR SHRINK- 

ING DEVICES and give your cus- 

tomers shoes that conform to _ their 

feet and fit perfectly and scientifically 
, m every detail. 


These shrinking devices enable you to 
make all your customers not only satisfied 
but permanent by giving 
them added service in 
eliminating gaping and 
fullness from around the 
top of shoes, preventing 
slipping at the heel or 
gaping at the sides, and 
by removing wrinkles 
from quarters, vamps, 
and linings. These de- 
vices when used with 
our specially prepared 
fluids, which are scien- 
tifically necessary, 
shrink fullness from all 
leathers or fabrics with- 
out harm to either. 


Send your order or write for detail in- 
formation. 

Special combination offer $25.00 invite In- 
cluded in above prices) f.o.b. Indianapolis, 
indiana. 


E. C. SMELTZER CO. 


121 E. Sist Street, Indianapolis, Ind. 














MERCHANTS’ NEEDS MERCHANTS’ NEEDS 








PROTECT AND IMPROVE YOUR SALES WITH 
MANOLIS PRODUCTS 
Spats, $5.65 to $23.00 per dozen 
Shoe Ornaments, $1.00 to $3.00 per dozen 
MANOLIS MANUFACTURING COMPANY 
4246 North Crawford Avenue, Chicago, Illinois 


Side Line Salesmen Wanted. Please furnish references with application. 


PAT. NO, 1990143 


512.50 


Curved type iron 











Westlake Manuel, Albany; Ernest R. 


New York State Park, Rochester; A. Spencer Hughes, 











O. D. Hudson Goes With 
U. S. Rubber Co. 
Denver, Coto.—O. D. Hudson, who 


for seven years has managed the shoe 
department of the Broadway Depart- 
ment Store here, leaves that place this 
month to take up larger responsibilities 
with the United States Rubber Com- 
pany in its Denver branch. 

The Broadway will still be in com- 
petent hands, for it has secured Ted 
Parsons to take charge of the shoes. 
For some twenty years Mr. Parsons 
managed the shoe department of the 
Joslin Dry Goods Company in Denver, 
leaving that position three years ago 
to go on the road. He now returns to 
his first love, retailing. 


Convention 
[CONTINUED FROM PAGE 36] 


E. Knox, Batavia; Jesse L. Patton, 
Schenectady; Ernest N. Park, Syra- 
cuse; F. J. Goetz, Amsterdam; J. 
Edgar Burke, Ogdensburg; John S. 
Sarvey, Cortland; Jay T. Huff, Pough- 
keepsie; J. H. Milham, Schenectady; 
Elmer J. Wade, Jamestown; George P. 
Fox, Utica; Max Deutsch, New York; 
B. Cohen, Glens Falls; Justin H. Sulli- 
van, Albany; L. S. Weaver, Bingham- 
ton; Joseph A. Schaetzer, Buffalo. . 

Elected for one year are: Joseph F. 
Hart, Elmira; Charles R. Strange, 
Binghamton; Burt J. Gosper, Elmira; 
Mott B. Hughey, Watkins Glen; Harold 
A. Read, Binghamton; H. S. Speed, 
Hudson; John H. Schmanke, Roches- 
ter; Howard J. Dexter, Corning; 
Byron Rosenbloom, Syracuse; F. L. 
Myers, Rochester; William J. Hanni- 
fan, Olean; John J. Conniff, Geneva; 


Utica; William F. Toher, Oneida, was 
named honorary director along with 
Charles H. Barton, Buffalo; H. Irving 
Pratt, Oswego, and Charles T. Miller, 
Poughkeepsie. 


Employe Buys Store 


Des Moines, Iowa—Alfred Boldes 
has purchased the DeArcy Boot shop 
at 726 Walnut Street from the Panor 
Shoe Stores, Inc. Mr. Boldes has spent 
all of his business life in the merchan- 
dising field, entering it after his grad- 
uation from Iowa State University. 
He has been with the Panor firm for 
six years. He will continue the parlor 
type of store and will remodel the rear 
of the room to provide quarters for a 
credit department. 

The Panor Shoe Co. has two other 
shoe stores in Des Moines, one at 
Eighth and Locust and one at 606 Wal- 


nut Street. 
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Wm. Hahn & Co. Complete 


Alterations 


WASHINGTON, D. C.—Keeping pace 
with the current trend toward modern- 
ization, William Hahn & Co., who dur- 
ing the past 60 years have grown from 
a small shop to one of the largest shoe 
organizations of its kind south of New 
York, has announced completion of 
alterations to their Seventh Street 
store, designed to make it one of Wash- 
ington’s outstanding retail shoe out- 
lets. 

Oak paneling, similar to that used 
in the new Supreme Court building, 
completely covers the walls in the com- 
pletely modernized interior. Indirect 
illumination is supplied by cleverly con- 
cealed lighting fixtures. Seamless car- 
peting is used on the floors. Roomy 
chairs, framed in hollow tubular metal, 
are grouped about the various shoe de- 
partments. Recessed in the walls are 
indirectly lighted shoe displays. 

In addition to providing ultra-mod- 
ern surroundings and comfort for 
patrons, the new arrangement enables 
the store to carry approximately double 
the amount of stock previously carried 
with the same amount of floor space. 

New equipment for the proper fitting 
of shoes includes a fluoroscope, which, 
operating on the X-ray principle, en- 
ables the salesman to discover instantly 
any maladjustment of the foot’s bone 
structure 


School Girls Model Fall Footwear 


St. PETERSBURG, FLA.—Young school 
girls served as models in displaying the 
new styles in Fall footwear at the open- 
ing of the new shoe department of the 
Willson-Chase Company here. Miss 
Gertrude Day, local high school teacher, 
was hostess for the occasion. 

According to Frank J. Carpenter, 
manager of the new department, more 
than 6000 pairs of shoes will be car- 
ried in stock at all times, which will 
include models with swagger low heels, 
high-tongued lace oxfords and smart 
high-arched pumps. Popular black and 
brown shoes, as well as gray, deep blue, 
and the new wine, and British tan 
shades are also included in the stock. 

Mr. Carpenter stated that approx- 
imately $6,000 was expended in the re- 
modeling and redecorating of the new 
shoe department. The firm’s shoe busi- 
ness, he said, has tripled in the last 
two years. 


Add Men's Shoes 


SPOKANE, WAsH.—Irving Walker and 
Jack Rogel who own and operate 
Walker’s Shoe Store, here, have opened 
a men’s shoe department. They have 
been in the retail shoe business in 
Spokane for the past five years. A very 
substantial increase in business has 
been noted all over the store since the 
introduction of the men’s line. Na- 
tionally advertised lines of. popular 
priced shoes are featured by this pro- 
gressive firm. 
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# Dying (puis 


BOOTS AND SHOES 


AIR-O-PEDIC SHOE CO., Brockton, Mass... .. 02.0.0. 0c cc cece cece te ec teen eee HW 
BLOG SHOE COMPANY, New York City. .........0. 000 0c c cece ee cee e eee ee eee 56 
BROOKS SHOE MFG. CO.., Philadelphia, Pa... 2.0.6... ccc eee ee eee 58 
CLAPP, EDWIN, & SONS, INC., Seen: Rinks 3 i ot eye ee. 56 
DOUGLAS, W. L., SHOE CO., Brockton, DU eee Siar eek oe Ura e eS 43 
ENDICOTT-JOHNSON ee. EMOTO Fe ee en Pee cc Ie Pe a eee 4,5 
FLORSHEIM SHOE COMPANY, OE N25 oo sive gee ce KuceauS See 12 
FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo................... ME ee Oe 14 
GREEN SHOE MFG. CO., Boston, Mass. ........00.. 00 ccc cece cee ee eees Back Cover 
HANNAHSONS SHOE CO., Haverhill, Mass. .... 0000.0 ccc ccc ee eee eee acaee 49 
HOOD RUBBER CO., Watertown, Mass. ...........0 00. ccc cece cece eee en evacuees 6 
KRIPPENDORF-DITTMANN CO., Cincinnati, Ohio... 0.0.2.0... cece cee eee 29 
LUNRRARES SEVOE Core, Aturrns, henna EN PEFR ERO rN EIR 58 
MANFIELD & SONS, Philadelphia, Pa... 2.0.0.0. cece cece eee ta eees 54 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass........... 0.0000 cc cece eee eeee 54 
NUNN-BUSH SHOE CO., Milwaukee, Wis. ...........0..00000 0c cece cee eae eee 3rd Cover 
O'DONNELL SHOE CO., Humboldt, Tenn... 0... cee ccc cece cee eeees 48 
CMEC Grice Gara re, Whaat ks RO aa ae 56 
ROBERTS, JOHNSON & RAND, St. Louis, Mo... 0.0.00... ccc ccc eee eee 27 
SCHWARTZ & HERDER, INC., Philadelphia, Pa... 0.00.0 o ee cece eens 54, 56 
TAYAOOR, 6. B, Gitre, wrmenet; Wats. f. ck cc ce cee cuelew a. chee ck 36 
THOMPSON BROS. SHOE CO., Brockton, Mass......... 0. cece cece ceceeeceuseeeee 51 
UNITED STATES RUBBER PRODUCTS, INC., Naw York City................ Front Cover 
VAL-ARS, ING... NOWETON SIV. bk Bon cea ee ee, BE 35 
VAUGHAN-TOWLE CO., Wakefield, Mass............. 0.0 cece cece ce cceeeeees 58 
VERAATS YOUU Re es LN NG. os, EE a 1 
es i as. ee ee Oe Re ce er ee ees 58 
WEYENBERG SHOE MFG. CO., Milwaukee, Wis........ 0.0.0.0. cece ccc cee cee ee eee 9 
LEATHER AND OTHER MATERIALS 
ALLIED KID CO., Boston and New York.................-.4:- SS TY Raeaaleneier Rte 53 
COLONIAL TANNING CO., Boston, Mass........... 0.0000 c cece cece ceceecues 2 
ENGLAND WALTON DIV. A. C. LAWRENCE LEATHER CO., Boston, Mass........... 46 
EVANS, JOHN &. @ CO., Camden, WN. J... 1. ck ccc ccc cece cc wee ceeten 37 
HUBSCHMAN, E., & SONS, Philadelphia, Pa........ 0... eee eee eee 2nd Cover 
KIEFER, EDGAR, TANNING CO., Chicago, Ill. 0.0.0.0 ee ce ccc eee eee 59 
KISTLER LEATHER CO., Boston, Mass............. 0c ccc cece cece ese e cece esevees 33 
OHIO LEATHER Gah. Girard, Olio 2.0... ik. 4! 
SUATIONY GRC, RO eee ies 52 
VAN TASSEL LEATHER CO., Norwich, Conn. 2.0.0... ce cece cect eues 52 
MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 
COMPO SHOE MACHINERY CORP., Boston, Mass............. 00. cc cc cecececaee 8 
SPAULDING FIBRE CO., No. Rochester, N. H. .. 0... ce ccc eee eens 3 
SWAGGER, INC., Philadelphio, Pa..... 2.06... cece ccc cece cece uecvees 52 
UNITED LAST COMPANY, Boston, Mass..............0 00000 c cece cc ccevees 60, 6! 
UNITED SHOE MACHINERY CORP., Boston, Mass..............000000 000000 ee 10, 47 
UNITED STATES RUBBER PRODUCTS, INC., New York City..................0.0.. 57 
HOSIERY 
SCHUYLKILL VALLEY MILLS, Spring City, Pa... 0... vce eee ee 39 
STORE EQUIPMENT AND FINDINGS 
DUNDE SHOE RESHAPING DEVICES, INC., New York City..............0.0.00.0... 63 
FRANKLIN MANUFACTURING CO., INC., Franklin, O............0..0.000..0.0..0000.. 54 
MANOLIS MFG. COMPANY, Chicago, Ill, 0.0000. cc cece eee 63 
Deas, HN Maas SPORE Mle oc ew os cae s Vdd can thoes hoe bah eb ace ease 44 
SHOE FORM CO., Auburn, N. Y......... see vss RAR ASTRA TE esa UE eRe 50 
SMELTZER, E. C., CO., Indianapolis, Ind... 2.26... ceca ee becevuccen 63 
ORE Ts tT I Wc aS. cee bo ban tS cede he ceenu le Cees 55 
MISCELLANEOUS 
AMERICAN WEEKLY, New York City...............0.000000 000000 coe eee 7 
BARIS SHOE COMPANY, New York City.........0.0.000.0 00000 bocce cee eee 62 
DaoWit Grmearae Meee eee ea hk ee et ks. 57 
DUG rek aeons tr LM NO ee es Se ee ee ee 59 
HOTEL PHILADELPHIAN, Philadelphia, Pa........ 2... ccc eee 57 
PTL PPE, ew TOPE GY. coe ee 63 
Ree Ure, TUM NO aio a isk eS, 62 
KIRSCH-BLACHER Cco., INC. BN SOON AMMO 5d. eck. SL SERS WS BSE 62 
MARBRIDGE BUILDING, New York City....... 000. cocci ccc cece cece uvece 57 
TECHNOPEDIC INSTITUTE, I eg ob cic dco ooo ba p Shinde ch chines 62 
TOLMAN-DAVIDSON ADVERTISING PRESS, INC., Boston, Mass................... 52 
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A “MUST” 
IN EVERY RESORT WARDROBE 


To THE TYROL we owe this new bright con- 
sciousness of color in play clothes. Not just color 
—but Carnival colors, brash as the tinkle of a 
calliope; pastels used in startling juxta-position. 
The multi-color doeskin shoe is a resort “must”, 
because it goes with everything, eliminating a 
cargo of surplus shoes. Clean white, in bold 
contrast to all this color, will be the, “extra pair 
shoe” in fashionable cruise wardrobes this 
coming season. 


CRUDE CARNIVAL COLORS 
DARING MULTI-COLORS 
PASTEL TINTS > WHITE 


tone Saddle. 

doeskin fee 
Contrast, Car. 

°verything. 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 


Car With 
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% “THE BEST DRESSED WOMEN 
WORE PATENT LEATHER SHOES”— 










‘hy jp Ypg Ry 


Hanes One of the truly brilliant American 


dress designers emphasized this report, 
on her return from the Paris Winter 
Openings, by showing sketch after 
sketch of costumes seen on the “famous 


fashionables.” 


Note the shorter skirts and _ the 
heightened use of black through lus- 
trous patent leather shoes. 


These are significant fashion futures 
which you will see popularized next 
Spring. Patent will be very important 
... and the best name for it is SETON. 









LEATHER CO. 
NEWARK, N. J. 
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FLEW HEALTH SPOT DEALER PLAN 
REVOLUTIONIZE S RAG shoe 4UiNg 


Dealers Increase Sales 200 to 600 Per Cent—Health Spot Schools Given Inter- 
national Acclaim — Budget Control Plan Points Way to Amazing Profits. 


It’s no wonder Health Spot Shoes are 
making startling sales records, or that 
dealers everywhere handling Health 
Spot Shoes are so successful. 


America’s millions of foot sufferers are awakening 
to the fact that at last a true health shoe has 
been created. And Health Spot Dealers are reap- 
ing the profits—they have the proved product, plus a 
merchandising and budget control plan that excites 
the interest of the merchandising world. 


It seems almost unbelievable that a store of any kind 
can score as high as 80 per cent repeat sales consis- 
tently, but Health Spot Stores do it. Health Spot 
Shoes are the one outstanding advance in shoe con- 
struction in literally hundreds of years. 


Picture a sales setting, and a sales story like the 
Health Spot fitting room here. Customers come, are 


A Health Spot fitting ~sohaiaeanaaad of profits. 





MUSEBECK 


Makers of Health Spot Shoes for Men, Women, Children 


¢ 
o ‘s 
¢ 


ILLINOIS 


Dept. 1010 
DANVILLE °. 


SHOE - COMPANY Ags 


fe 
x 
“Se 


convinced, and return again and again to buy. Health 
Spot Shoes straighten up weak feet, and banish body 
strain and foot ailments. Delighted wearers are eager 
to tell friends. Some dealers say that nearly every 
customer can be counted on for five or six new sales. 


Health Spot Dealers are trained as expert fitters by 
the Orthopedic Institute of Danville, Illinois. In 
August and September large classes were held in New 
York City and Danville; and in Toronto and Mon- 
treal under auspices of the Murray Shoe Company, 
Ltd., London, Ont., makers of Health Spot Shoes in 
Canada. Classes will be held in Danville October 
19-23, and November 16-20. 


3 SUCCESS SECRETS 
OF HEALTH SPOT 
DEALERS 


my Plan assuring deal- 


Amazing new Bedeet 
1 gers of BAB on a small investment. if 


Free tention, 6 train in shoe = ¢ 
and foot anal ge Bye A o 
_csverticieg ands and sailing. ¢ 
les of tested 
3 Complete 2 ie re oe 
vertising, wi iw splay, 
# otc., yp Fg or a 


You can 
register 


No 
charge. 
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Mr. Dealer- The Growing Girls’ 
Welt Business |s Yours 


In these Goodyear Welts by Endicott-Johnson, the grow- 
ing girl will have the easy-going swagger and grown-up 
style she wants. The dealer will have a welt line so thor- 
oughly salable—so comfortable and wearable—he'll hold 
fast to that growing girl customer! 


These Goodyear Welts for Fall and Winter are built 
skillfully . . . durably—in the true Endicott-Johnson 
manner. It will pay you to carry a complete stock of them. 
They'll move quickly off your shelves! See salesman for 
complete line. 


Order now. They're In-Stock. We'll ship immediately. 


2372—Black Calf Trouser 
creased, oak Sole 12/8 
leather heel, Czodyear 
Welt. Sizes 3/9, Widths 

Cc. $2.00 


AA, 
2373—Same in Brown Calf- 
skin. 


2180—Gun Metal Blucher, 
11/8 leather heel, rubber 
top lift, oak sole, Good- 
year Welt. Sizes a /9, 
Widths B, C, D.. 16s 


2495—Black Calfskin Three 
ao, Grey Stitched, nick- 
eyelets, oak sole, 12/8 
leather heel, Goodyear 
Welt. Sizes 3/9, Widths A, 
B, C. $2.00 


24%—Same in Brown Calf- 
skin. 


2465—Black Calf Detacha- 
ble Kiltie Tongue Oxford, 
13/8 leather heel, oak sole, 
Goodyear Welt. Sizes 3/9, 
Widths A, c. 

2466—Same in Brown ar 
skin. 


2374—Black Calfskin Blu- 
cher, Black Calf vamp 
stripping, oak sole, 13/8 
leather heel Goodyear 
Welt. Sizes 3/9, Widths 


2378—Same i in Brown Calf- 
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Shoe by 
DELMAN, Inc. 
in Colonial Patent 























Every season, there’s ONE that stands out Colonial Black Patent is the leather stand- 
from the crowd. One debutante ers One leather out of the season. There’s an opulent, dazzling 


: One shoe. You'll see the lovely jeune fille richness to its sparkle — that has cost plenty 


in your local society pages. Almost certainly, to produce. Its finish, another Colonial achieve- 
you'd find Colonial Black Patent in her shoe ment, never falls—in stock or in wear. Use it, 
wardrobe . . More than likely ona shoe styled __ if you have some really fine patterns to move. 
by Delman. Make no mistake about it — | Colonial Tanning Company, Boston, Mass. 





colgliat 


fot the Best Fatent Leather Shoes 
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ANNOUNCEMENT 


by the 


WALTER BOOTH 
\ SHOE COMPANY 













Frep E, BEALS, President 





MorcGan J. KAVANAUGH W. A. SCHUMANN 
Secretary and Treasurer Director and Plant Manager 





HAROLD O. LEISER Atec F. CAMPBELL 
Sales Manager Stylist 










Water A. TEIPEL, Director LEON B. LAMFROM, Director James H. Pratt, Director 





PERSONNEL 


ie 3s men have the good fortune to create an important, firmly established 
business institution in the short period of ten years. Still fewer have the fore- 
sight to provide for carrying it on, even though the founder should be stricken 
while in the prime of life with many active years apparently still ahead of him. 


We can pay no higher tribute to our late 
President, Walter J. Booth, than to say 
publicly that he accomplished both of 
these things. In addition to strong, sound 
policies for the guidance of the busi- 
ness towards still greater success, he left 
behind him the means for carrying out 
those policies: man power and money. 

Financially, the company was already 
in excellent condition. Today its liquid 
assets are increased by $700,000.00 
in cash supplied through policies of 
This 
sum provides ample working capital. 

As to man power, the selection and 


insurance on Mr. Booth’s life. 


training of key men was one of Mr. 
Booth’s chief personal interests as the 


head of this business. He imbued these 
men with his ideas and policies, and 
welded them into an organization cap- 
able of carrying on without him. One 
of them, his second in command, has 
been elected to the office of President. 

Now assuming the greater responsi- 
bilities for which he prepared them, 
the members of the Walter Booth 
organization to a man are determined 
to surpass all previous accomplish- 
ments in developing distinguished lines, 
building them well, and merchandis- 
ing them aggressively. They hope to 
earn your continued good will and to 
build upon it an increasingly pleasant 
and profitable business relationship. 


BOARD OF DIRECTORS -WALTER BOOTH SHOE COMPANY 











| that LAW 
= NAMES /ial LIVE 
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Crosby Square 


whentic Vfashions 


item | 


XIBLE. SHOES 











| WALTER BOOTH SHOE COMPANY ~ MILWAUKEE, WISCONSI§ 
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It’s a new and superior type of shoe with many advantages which were 


not possible in the older methods of construction. The sole and welt is 


welded together without stitches. Result: There is no channel to work 
loose at the sole edge — no flap to grow frayed and “peely.” Not only 
that, but this new COMPO achievement provides better-looking and more 
comfortable shoes, far more flexible and with a fine tailoring in the shank. 


Of course it’s all very new, at least in men’s shoes. But the prin- 
ciple is not new and has been proved in the production of over 


a hundred million pairs of women’s shoes. New equipment is 











being installed as rapidly as possible in leading factories where 
the manufacture of COMPO Welded Welts increases every day. 


161,000,000 pairs of the most successful cemented shoes have been made with Compo Cement 


Gump 


TRADE MAR 


WELDED WELTS 
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WHERE STRENGTH AND 
STURDY CONSTRUCTION 
ARE ESSENTIAL .. . 


} Experienced manufacturers and retailers 


know the importance of strength and rigid- 
ity in shank construction ond wood heel 
attaching. 


Based upon sound shoemaking principles, 
Unishank and G/C Wood Heel Screw 
Attaching combine to promote security to 
the finished shoe. These thoroughly tested 
methods add strength, increased durability, 
and comfort to the shoe throughout its life. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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STYLE and QUALITY 


that increase your profits from early season 
| = promotion : 


Evanston 
Fur Trim | 

Early profits are sure profits, and they are beste 

made even more certain if your advance season 

promotion is backed up by the authentic style 

and the famous quality of the BALL-BAND 

line. The graceful lines, the perfection of 

finish, the smartness of fit, the light weight, 

the convenience of BALL-BAND Gaiters and 

Ariels give them a sales appeal that makes it 

unnecessary for you to wait for the weather 

to move them. And the famous Red Ball 

trade-mark gives your customers added confi- 

dence that they can buy early with complete 

assurance of style and satisfaction. 


Write or wire today for full information and 
a copy of the new 1936-37 BALL-BAND 
Catalog. 


MISHAWAKA 


RUBBER & WOOLEN MFG. CO. 
280 Water Street 
Mishawaka, Indiana 
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THE Lop. 


Each succeeding season sees the sales of Florsheim Shoes 


for Women grow larger . . . sees more retailers, prominent 
locally and nationally, ally themselves with us. Naturally 
we are grateful for this recognition and accomplishment... 
and we recognize also the obligation it carries. From the 
first it has been the policy of this business to make fine 
footwear; we have concentrated on one grade—the best. 
We shall continue to do so—the trade may depend upon the 
same fine quality that has built the largest fine shoe busi- 
ness in the world... in fact we feel safe in promising that, 
in the future, we shall contribute as much or more to the 


progress of the industry as we have in the past. 


THE FLORSHEIM SHOE 


for Women 


THE FLORSHEIM SHOE COMPANY e@ Manufacturers @e CHICAGO 
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In 
Stock: 


THE FLANDERS 
W-309, 


in dark brown suede 


with russet brown calf 


TO RETAIL AT 


$950 


AND $] 0 50 
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